Bates Expected to 
Get Lion’s Share 
of Boyle-Midway 


C&W, Tatham Also Seen 
as Possible Beneficiaries 
of Switch from Thompson 


New York, Aug. 18—The major 
portion of the Boyle-Midway 
products of American Home Prod- 
ucts Corp. will be awarded to Ted 
Bates & Co. Probably about $3,- 
000,000 of the $4,000,000 worth of 
billings being moved out of J. 
Walter Thompson Co. will go to 
Bates (AA, Aug. 15). 

The products probably will in- 
clude Aerowax, Black Flag and 
others. 

Another agency which appears 
certain to get a large share of the 
products is Cunningham & Walsh. 
C&W was named by American 
Home to handle Easy-On spray 
starch several months ago, and it 
appears likely to receive Wizard 
and possibly Aeroshave (a product 
which would have conflicted with 
Colgate shaving creams at Bates). 

Whether other agencies would 
also receive some of the Boyle- 
Midway business was not certain. 
The company wasn’t confirming 
any agency appointments. 

Another possible lineup goes this 
way: Ted Bates, Black Flag and 
Aerowax; Tatham-Laird, Aero- 
shave and Sani-Flush; Cunning- 
ham & Walsh, Wizard deodorizers. 
No matter which way Boyle-Mid- 
way splits its product line, it seems 
certain that Bates «ill get the big- 
gest chunk of billings. 


= Nor was the company commu- 
nicative on the reason for the 
change. 

Bernard Gould, president of 
Boyle-Midway, would not com- 
ment on the J. Walter Thompson 

(Continued on Page 77) 
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THE NATIONAL NE SPAPER OF MARKETING 


FIRST MAJOR EFFORT 
—First consumer 
advertising for 


Crest made news 
because it’s effective 
against cavities— 
not because it’s a’cure-all 


‘The more vou read the chppings sbore. the mare 


progsaen your dents: has always 
for denial health 


1 Vow sill showkd brush regularty After each 
os bes 


Effective against cavsiies bust mot @ cureoll 
Bet effective an thie stannous Borde tooth 
parte hor proved to be. theres a lot more to 
prod deotal health than joer squersing (rest on 
Your toothbrush 

The real key ie aot the ose of Crest alone. But 


2 Yow all should brush right Away from the 
ome And make cure you broth every 
ones 


done Be sure to follow your dentiet's 
advice 


4 Vow walt dood we vam denial tence @ yer 
them a chance to apot trouble early and 


benefits of Crest are so important, we hope you'll take another size until we catch up. 


Crest toothpaste 
citing stories on 
ADA approval of 
the dentifrice 
broke the week of 
Aug. 15 in several 
hundred papers 
covering every 
U. S. major mar- 
ket. Benton &~ 
Bowles, New 
York, is the agen- 
cy. (Procter & 
Gamble’s Crest ad 
appearing in the 
current issue of 
the Journal of 
the American 
Dental Assn. ap- 
pears on Page 
86.) 


FPC Rules Utilities’ ‘Political’ Ads 
Must Be Segregated for Rate Purposes 


Anti-Public Power Ads of 
‘Doubtful’ Relation to 
Service, Commission Says 


WASHINGTON, Aug. 18—The Fed- 
eral Power Commission ruled today 
that electric utilities can properly 
be required to keep expenditures 
for “political’ ads in accounting 
pigeonholes separate from other 
advertising expenses. 

The commission contended the 
new accounting methods do not 


NEMA, NBBB Join to End Claims for 
Gross Cubage in Refrigerator Copy 


New York, Aug. 18—Advertising 
of refrigerators in terms of gross 
cubic footage instead of the net us- 
able space is being eliminated 
through efforts of the National 
Electrical Manufacturers Assn. and 
the National Better Business Bu- 
reau. 

Allan E. Bachman, exec vp of 
the NBBB, said today this was “a 
good demonstration of the ability 
of a group of large advertisers to 
_exercise self regulation.” 

Home Furnishings Daily today 
reported that the term “gross ¢a- 
pacity” in refrigerator advertising 
was first used by a midwest mian- 
ufacturer several months ago, on 
his specification sheets and ad- 
vertising mats, and subsequently 
picked up by competitors. 

Complaints about the deceptive 
figures started hitting local BBB 
offices in June, and last month the 
national organization wrote all re- 
frigerator makers expressing its 
concern over recent advertising 


and its belief that “advertising 
which features or makes any ref- 
erence to gross storage capacity 
has the capacity and tendency to 
mislead and deceive the public,” 
and “is an unfair method of com- 
petition with manufacturers who 
represent storage capacity accu- 
rately in terms of the net space 
actually available for storage pur- 
poses.” 


s The letter, by NBBB president 
Kenneth Willson, urged the com- 
panies to refrain from using gross 
cubic feet “in the interests of 
maintaining public confidence in 
advertising.” 

Mr. Bachman said today that 
most manufacturers said they 
would comply with the request. 

The household refrigerator and 
freezer section of NEMA said it 
would eliminate references to gross 


| footage in its standards, and would 
list only usable net area as the 
| guide for measuring shelf space. + 


in themselves change the ability 
of the utilities to advertise, or to 
present cost information to rate- 
making bodies. But it hinted that 
the isolation of “political expendi- 
tures” in special accounts will 
make it possible for rate-making 
groups to decide whether this kind 
of expense is to be charged to 
stockholders or rate-payers. 
More than two years of maneu- 
vering preceded today’s decision, 
which would force 76 major util- 
ities to adopt new accounting pro- 
cedures for major portions of their 
(Continued on Page 77) 
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Dailies’ Rates, per-1,000 
Costs Rise, ANA Finds 


Big City Dailies Show 
Biggest Proportionate 
Hikes; Supplements Up, Too 


New YorK, Aug. 19—Daily 
newspaper advertising rates con- 
tinue to move up sharply, despite 
little or no advance in circulations. 

Between 1959 and 1960, the 
average circulation of daily news- 
papers remained about the same— 
35,833 in 1959, vs. 35,889 in 1960. 
However, their average line rate 
went up nearly 4%. 

Since the end of World War II, 
advertising rates of the nation’s 
daily newspapers have increased 
an average of 84%. Meanwhile, 
average circulation increased 
11.1%, resulting in a cost-per-1,000 
increase of 66%. 

These trends are spelled out in 
the Assn. of National Advertisers’ 


Seeburg Shifts to 
Keyes, Madden and 
Expands Ad Budget 


Cuicaco, Aug. 18—Seeburg Corp. 
has moved its advertising account 
from the Buchen Co. to Keyes, 
Madden & Jones, effective Nov. 1. 

Seeburg, leading producer of 
coin-operated phonographs, also 
produces automatic vending ma- 
chines and background music sys- 
tems. 


= Tom L. Herrick, vp of market- 
ing and advertising, said new ac- 
quisitions in the vending machine 
field by Seeburg would lead to an 
expanded ad budget next year. He 
estimated it would reach between 
$300,000 and $400,000. 

Jay P. Herbert, vp of Keyes, 
Madden in Chicago, will be execu- 
tive supervisor on the account, 
with Robert W. Allrich as account 
executive. # 


Last Minute News Flashes 


Sterling Folds; Broun, Accounts Go to Kastor, Hilton 


New York, Aug. 19—Sterling Advertising, founded in 1914, is get- 
ting out of the advertising business and Saul M. Broun, president and 
sole owner, will join Kastor, Hilton, Chesley, Clifford & Atherton 
Sept. 1 with about $1,000,000 in billings. Sterling will continue as a 
holding company for about ten other companies (including clients) 
and real estate in which it has interests, with Mr. Broun as chairman. 
But about 15 textile accounts and most of the account service group 
will move to Kastor, Hilton. Largest of the accounts are Davidow 
Suits; Sanitize:: Sales Co. of America, and Warwick chemical division 
of Sun Chemi: :] Corp. At its peak, around 1951, the Sterling agency 


billed some $7,:/00,000. 


Corning Gj: ‘ss Drops Net TV: Sets Spot, Magazines 


CORNING, N., 


*, Aug. 19—Corning Glass Works will kick off its big- 


gest fall camps gn Sept. 12, using spot tv and magazines. Corning has 


abandoned ne! 


ork tv—it used six shows last fall—and will hit 54 


major markets */ith spot tv .“s for a new line of Electromatic products, 
in addition to ‘je regular C.rning Ware line of non-electric products. 
Corning will 1.2 Bride’s M azine, Ladies’ Home Journal, Life, Mc- 
Call’s and Mod:*n Bride. N. V. Ayer & Son, New York, is the agency. 


Clampitt N- med Ad Jirector of United Air Lines 


Cuicaco, Aur 


19—Jjohn Clampitt has been named director of adver- 


tising of Unite Air Lines, secceeding E. A. Raven, who has resigned. 


Mr. Clampitt, 
has been succe 
vertising mana ¢ 


10 formerly was manager of mass media advertising, 
ed in that post by Robert J. McBride, broadcast ad- 


Additional N ws Flashes on Page 77) 
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latest report, ‘““Newspaper Circula- 
tion & Rate Trends,” covering the 
period 1946 to 1960. 

The report shows cost trends for 
dailies, Sunday newspapers and 
Sunday magazine and comics 
groups, including tables covering 
every daily and Sunday newspaper 
in the country with more than 
50,000 circulation. 


# The long-term picture shows 
the big metropolitan dailies posting 
the biggest proportionate boosts. In 
1946, there were 39 dailies with 
circulations in excess of 250,000; 
(Continued on Page 80) 


Grant Purchase 
of Boston Agency 
Nets 72 Accounts 


Chambers, Wiswell Buy 
Is Second This Year; 
Billed $2,903,648 in ‘59 


Cuicago, Aug. 18—Grant Adver- 
tising today announced the pur- 
chase of Chambers, Wiswell, Shat- 
tuck, Clifford & McMillan, Boston 
and Stamford, Conn. It was the 
second agency acquired by Grant 
this year, the first being Robinson, 
Fenwick & Haynes, Los Angeles, 
which Grant bought six weeks ago 
(AA, July 11). 

The merged agencies will oper- 
ate under the corporate name of 
Grant Advertising, and will be lo- 
cated at 250 Park Square Bldg., 
Boston, Chambers, Wiswell’s pres- 
ent headquarters, As a result of 
the deal, Grant estimated that it 
will add some 72 accounts and $6,- 
000,000 in billings. (According to 
ADVERTISING AGE’s billings issue, 
Feb. 29, the agency billed $2,903,- 
648 in 1959, predicted a 7% billing 
increase in 1960.) 

Ironically, Chambers, Wiswell 
acquired two smaller agencies 
within the past month—Moore & 
Co., Stamford, Conn., and Kenneth 
A. Young Associates, Boston. Grant 
said the new acquisition will bring 
its total billings to more than 
$100,000,000. The deal becomes ef- 
fective Sept. 1. 


s J. Nelson Clifford, exec vp of 
Chambers, Wiswell, will become 
an exec vp of Grant, in charge of 
New England operations, and Rob- 
ert L. McMillan, president, be- 
comes a senior vp of Grant. Named 
as vps of Grant were Valentine 
Hollingsworth, vp, industrial mar- 
keting; Donald Marsden, vp and 
general manager of the Boston of- 
fice; Robert D. Hall, vp, technical 
marketing; George F. MacKenzie, 
vp, research, and William E. Bol- 
ster, vp and manager of the Stam- 
ford office. 

George C. Wiswell Sr., board 
chairman, and George J. Chambers, 
chairman of the executive commit- 
tee, will remain with Grant as 
group account supervisors. 

Grant announced several months 
ago that it was interested in buy- 
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ing smaller agencies (AA, June 6).!| 
At that time, Grant was negotiat- 
ing with a New York agency and | 
three Los Angeles shops. The ne- 
gotiations presumably are still go- | 
ing on. | 

The absorbing of Chambers, | 
Wiswell will give Grant 11 U: S. 
offices, and a base of operations in | 
New England, which it never had | 
before. Grant also maintains 31 
foreign offices. 


@ Chambers & Wiswell, one of 
Boston’s three largest agencies, 
was founded in 1919 by George C. 
Wiswell Sr. and George J. Cham- 
bers. Just three years ago, the 
agency merged with another Bos- 
ton agency, Shattuck, Clifford & 
MeMillan (AA, Oct. 7, °57). 

Just prior to that merger, Cham- 
bers & Wiswell nearly merged 
with Erwin Wasey, Ruthrauff & 
Ryan. The deal fell through, how- 
ever, when Chambers & Wiswell 
lost the Northeast Airlines account, 
which then was billing about $1,- 
200,000 (AA, Sept. 9, 57). # 


General Mills 
Backs Mixes via 
Print-TV Drive 


MINNEAPOLIS, Aug. 18—General 
Mills, in what it terms the “largest 
single advertising effort in the his- 
tory of the food industry,” has 
scheduled a print and broadcast 
campaign for its cake mixes, break- 
ing with a six-page color insert in 
Sunday supplements Sept. 11. 

The kick-off ad, scheduled in 
Sept. 11 issues of Family Weekly, 
Parade, This Week Magazine and 
ten independent Sunday magazine 
sections, will feature the Betty 
Crocker line of cake mixes and will 
introduce a new product, Betty 
Crocker Country Kitchen cake mix. 
The ad also includes two 6¢ cou- 
pons usable toward cake mix pur- 
chases. 


® Backing the color section will be 
color pages in September issues of 
American Home, Better Homes & 
Gardens, Everywoman’s Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal, McCall’s, Progres- 
sive Farmer, Successful Farming 
and Woman’s Day. In addition, 
General Mills will run r.o.p. color 
pages for the cake mixes in news- 
papers in about 25 markets. 

The broadcast phase will include 
cake mix commercials on a new 
NBC-TV show, “National Velvet,” 
Sept. 18, plus exposure on nine 
other tv programs sponsored by 
General Mills. 

Batten, Barton, Durstine & Os- 
born is the agency. 


BETTY CROCKER POTATO 
PRODUCTS GO NATIONAL 
MINNEAPOLIS, Aug. 18—After 
“phenomenal success” in test mar- 
kets, General Mills, will introduce 
its new Betty Crocker scalloped 


2 NeW: sxc 5) ee g 
- Potato Casseroles. 


site Bitty, Cnet 
with Real Second-Helping Flaver.and So Easy! 


ee 


second helping 
| | 


Second: helping” 


Youll tove our “Secund-helping” 
avid Tanta ton 


SMOOTH—This four-color spread is part of a six-page ad scheduled 
Sept. 10 in Sunday supplements for Betty Crocker cake mixes. Gen- 
eral Mills’ big drive also will use other print ads and tv. 


potatoes and Betty Crocker au gra- 
tin potatoes nationally in Septem- 
ber. 

The quick potato products are to 
be backed by what the company 
describes as “one of the strongest 
consumer advertising programs 
ever thrown behind a General 
Mills product.” 

It will open with a four-color 
r.o.p. color page scheduled to run 
in about 100 daily newspapers in 
all sections of the country except 
the Northeast. These will be fol- 
lowed by a 50¢ refund offer for 
proof of purchase of the casserole 
potato products. 

Later, page and half-page four- 
color ads will be run in Sunday 
supplements, backed by tv spots 
and point of sale merchandising 
support. 


® The first r.o.p. ads are due to 
run during the week of Sept. 12 in 
north central, southeastern and 
southwestern states. The 50¢ re- 
fund ads will appear in the week 
of Sept. 26. Spot television support 
is to begin the week of Sept. 19 
and the Sunday supplement ads 
will run Oct. 9. 

On the West Coast, the newspa- 
per r.o.p. color ads are to appear 
during the week of Oct. 2. The re- 
fund offer advertising will follow 
the week of Oct. 17. Spot television 
starts the week of Oct. 9 and Sun- 
day supplement ads run Oct. 23. 

Initial purchases of the new 
products will be covered by a 
“generous introductory allowance,” 
said William B. Cash, vp and di- 
rector of grocery products flour 
and mixes marketing. 

Knox Reeves Advertising, Min- 
neapolis, which also has Betty 
Crocker instant mashed potatoes, 
is handling the introductory cam- 
paign. # 


ABC Radio Drops 
$800,000 in Billing 
on Religion Shows 


New York, Aug. 18—ABC Ra- 
dio has lopped off about $800,000 
of religious programming business. 

The programs that have re- 
ceived 30-day cancellation notices 
from the network include: Dr. 
Thomas Wyatt’s “Wings of Heal- 
ing” (Century Advertising); “Oral 
Roberts’ Broadcast” (Swan & Ma- 
son); “Frank & Earnest” of the 
Dawn Bible Students Assn. (W. L. 
Gleeson), and the afternoon “Ra- 
dio Bible Class” (J. M. Camp & 
Co.). 

The way will be cleared for 
stations to program Sunday after- 
noon with seven remaining paid 
religion shows shifting to Sunday 
morning or nighttime periods. 

Left on the schedule were the 
morning “Radio Bible Class”; 
“Voice of Prophecy” (Milton Carl- 
son Co.); the Highland Church of 
Christ’s “Herald of Truth” (Fidel- 
ity Advertising Co.); Billy Gra- 
ham’s “Hour of Decision” (Walter 
F. Bennett & Co.); Gospel Broad- 
casting Assn.’s “Old-fashioned Re- 
vival Hour” (R. H. Alber Co.); 
World Vision’s “Dr. Bob Pierce” 
(Bennett), and Assemblies of God’s 
“Revival Time” (Bennett). 


= Several of the ABC programs 
are carried on other networks as 
well. Billy Graham and “Voice of 
Prophecy” are on ABC, Mutual 
and NBC. “Frank & Earnest,” 
“Wings of Healing,” “Radio Bible 
(Continued on Page 12) 


FTC, Lever Talk 
About Tile Used 


in Pepsodent Ad 


Hearings Resume Later; | 
Also Agreed: Nature of 
Account Exec’s Duties 


New York, Aug. 18—The Fed- 
eral Trade Commission’s case | 
against Pepsodent toothpaste took 
a new twist today, when FTC ob- 
tained a stipulation which estab- 
lishes that the enamel tile used in 
Pepsodent’s tv demonstrations was 
really “white pot opal glass.” 

The text of the stipulation won't 
become public until hearings re- 
sume at some still-to-be-deter- 
mined date, but the significance 
of “white pot opal glass” is ex- 
pected to become a major point of 
contention before FTC, Lever 
Bros. and Foote, Cone & Belding 
resolve their differences over the 
ability of Pepsodent to remove 
smoking stains from the surface 
of tooth enamel. 

The stipulation was vital to FTC 
attorney Frederick McManus, who 
has been trying to prove that the 
removal of smoking stains from 
an enamel plate does not prove 
that Pepsodent will remove stains 
from human teeth. When he pro- 
duced two dental experts to testi- 
fy on this point last May, his wit- 
nesses encountered damaging 
cross-questioning from Lever Bros. 
attorney Abe Fortas, who pointed 
out that they had never seen the 
enamel plate used in the Pepso- 
dent demonstration (AA, May 30). 


= A Lever spokesman told ApvErR- 
TISING AGE today that it will be 
up to FTC to decide whether 
“white pot opal glass” is enamel, 
as Pepsodent claimed. Referring 
to dictionary definitions, he said 
there can be little doubt that 
Pepsodent was using an enamel 
plate for the tests. 

Mr. McManus, however, stopped 
short of admitting “white pot opal 
glass” to the enamel classification. 
In his account of this week’s de- 
velopments, he used the phrase 
“flat glass plate” to describe the 
object used in the Pepsodent de- 
monstrations. 

With the announcement that 
the stipulation has been obtained, 
FTC canceled a hearing which 
was to have been held here this 
week. If the stipulation had not 


(Continued on Page 12) 


Highlights of This Week's Issue 


Last month Minnesota Mining & Mfg. Co. 
invited an Advertising Age reporter to sit in 
and report freely on its first “advertising 
management conference” during which divi- 


Fuller & Smith & Ross resigns the Ster- 
ling Silversmiths Guild of America ac- 
count, attributing the resignation to 
lack of activity by the account ....Page 3 


Wagner Baking Corp. will use tv kid 
shows in three major markets to pro- 
mote its snack-size, newly named Billy 
Wagner pies, starting Sept. 19 ...Page 6 


Drug Research Corp., manufacturer of 
Man-Tan, files suit in New York U. S. 
district court against approximately 20 
suntan-by-the-bottle manufacturers for 
patent infringement and unfair compe- 
tition Page 10 
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son Page 22 


Design’s fall campaign for its “compat- 
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a ial offer Page 27 


Earl W. Kintner, Federal Trade Commis- 
sion chairman, says the “main thrust” 
of the FTC's payola inquiry is nearly 

pleted Page 32 


Keystone Broadcasting System makes 
presentation to advertisers and agencies 
in New York, Detroit, Los Angeles, San 
Francisco and Chicago to acquaint 
them with the farm programming be- 
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prising Keystone’s farm network divi- 
sion Page 34 


George L. Milne, president of Domestic 
Engineering Co., business paper publish- 
er, backs his belief that a single audit 
for the business paper field makes sense 
with an advertising campaign ....Page 39 


Peter Lyon, American Heritage writer, 
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ly “criminals, deviates, small-time gam- 
blers and horse thieves” ....00.000...... Page 42 


Sen. John O. Pastore, head of the S ite’s 


sional advertising managers studied agency 
relations and staff services and outlined re- 
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INDIGNANT—The Gasoline Tax Ed- 
ucation Committee, peeved at the 
amount of taxes levied on gasoline 
sales, is running ads like this in 
newspapers throughout the country 
to “educate” the consumer. Radio 
and outdoor posters are also sched- 
uled. Sullivan, Stauffer, Colwell & 
Bayles, New York, is the agency. 


Gasoline Tax Group 
Wages Ad War on 
State, U.S. Levies 


New York, Aug. 16—The na- 
tion’s oil industry, its patience ap- 
parently taxed to the breaking 
point, has launched a heavy news- 
paper, radio and outdoor campaign 
in 48 states blasting local and fed- 
eral gasoline taxes as “much too 
high.” 

In a radio and newspaper cam- 
paign launched Aug. 1, the Gas- 
oline Tax Education Committee 
points out that motorists pay $1 
tax on every ten gallons of gaso- 
line used. 

“Does a tax this high—on a 
basic commodity like gasoline— 
really make sense?” asks the copy. 
“Gasoline taxes across the nation 
amount to a 50% sales tax—and 
that’s five times as high as the tax 
rate on luxuries like diamonds and 
mink coats. 

“Gallon by gallon,” copy con- 
tinues, “these taxes add up to a 
lot of money. Each year the aver- 
age motor vehicle owner in this 
state pays $70 in gasoline taxes 
alone. That’s just a few dollars 
less than the average week’s pay 
for most people.” 


# In addition to big space ads in 
dailies and weeklies, the gas group 
is also using 30, 20 and 10-second 
spots in a heavy saturation radio 
campaign throughout the country, 
plus 24-sheet outdoor posters in 
selected states. 

Details of the campaign, such as 
number of markets covered, num- 
ber of stations and newspapers 
used, expenditures, etc., were not 
available this week. 


s In its newspaper ads, the tax 
information group lists its address 
as 575 Lexington Ave., New York. 
This turned out to be the location 
of the agency handling the cam- 
paign, Sullivan, Stauffer, Colwell 
& Bayles. Stefan F. Blaschke, who 
is the agency account exec as well 
as executive secretary of the com- 
mittee, said the campaign is being 
financed via a cooperative ar- 
rangement among various gasoline 
marketers throughout the U. S. # 


La Rosa Offers Premium 

V. La Rosa & Sons Inc., Brook- 
lyn, is introducing La Rosa Space 
Wheels macaroni in 15-18 markets 
with a Space Wheel and Jet Gun 
Launcher premium offer and ex- 
tensive participation on children’s 
television shows. The premium is 
obtained for a box top and 50¢. 


g9| Hicks & Greist, New York, is the 


agency. 
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Watts Succeeds 
Beldon as Head 
of RCA Sales 


Revamp Follows Move 
of Home Instruments 
Unit to Indianapolis 


New York, Aug. 18—Consum- 
er marketing operations have been 
revamped again at Radio Corp. of 
America. 

In the latest of a series of reor- 
ganizations that have swept the 
corporation during the past few 
years, Jack S. Beldon has resigned 
as president of RCA Sales Corp., 
which markets RCA radios, tel- 
evision receivers and record-play- 
ing equipment. 

The resignation was announced 
by W. Walter Watts, who assumed 
the posts of president and board 
chairman of RCA Sales Corp. Mr. 
Watts, one of RCA’s two group 
exec vps, was recently given ex- 
ecutive responsibility for consumer 
product areas (AA, July’ 18). 

Mr. Watts also announced the 
appointment of Delbert L. Mills 
as operating vp of, RCA Sales 
Corp. and division vp and general 
manager of RCA Victor home in- 
struments operations. 


s This latest revamp follows 
RCA’s announcement that it is 
(Continued on Page 78) 


F&S&R Resigns 
Sterling Guild; 
Cites Lack of Ads 


New York, Aug. 16—Fuller & 
Smith & Ross today resigned the 
Sterling Silversmiths Guild of 
America account. The agency at- 
tributed the resignation to lack of 
activity by the account. 

The guild’s sole advertising ac- 
tivity this year has been a contest 
for graduating high school girls 
which ran in the May-issue of Sev- 
enteen. Since then, a guild spokes- 
man told ADVERTISING’ AGE, it has 
been in “an interim status, looking 
for a new approach.” 

The guild expects to appoint a 
new agency within the next week 
or two and reportedly has inter- 
viewed about five in the past sev- 
eral weeks. 

The guild, which is made up of 
a number of silver companies, ap- 
pointed F&S&R in October, 1957, as 
its first agency since the ’20s. At 
that time the guild expected to 
spend about $500,000 annually for 
the next three years (AA, Oct. 14, 
57). # 


Gulf Headquarters 
Shifts to Houston; 
Ad Setup ‘Undecided’ 


PirrsBurGH, Aug. 17—Gulf Oil | 
Corp., in a major reorganization of 
its domestic marketing operations, 
has established four new market- 
ing regions and has announced it | 


will move its headquarters from | | 


Pittsburgh to Houston about Sept. | 
1. 

The move follows the shift of the | 
company’s marketing department | 
to Houston last spring (AA, May 
9). At that time Ketchum, Mac- 
Leod & Grove, Pittsburgh, told 
ADVERTISING AGE it would open a 
Houston office “if the client 
wishes.” The agency handles Gulf’s 


industrial and direct advertising |= 


programs. 

Young & Rubicam, New York, 
which has the retail ad account, 
flatly denied that it contemplated 
setting up a Houston office. 


® Official announcement of the 
new move to Houston revived 
speculation this week over Gulf’s 
future relationship with its agen- 
cies. 

This week, the answer to wheth- 
er Y&R plans a Houston office was 
still “no.” The agency said it plans 
to have its account people “com- 
mute” to service the account. 

Gulf, however, was vague this 
week on just where Y&R people 
will have to commute. Benton W. 
S. Dodge, director of advertising 
and sales promotion, told AA that 
the company has yet to decide on 
the future location of its advertis- 
ing operation. 


s Gulf’s realignment, designed to 
promote “greater efficiency and 
coordination of Gulf’s domestic 
production, manufacturing and 
supply departments,” involves 
four new regions—each headed by 
a vp—covering the company’s 38- 
state marketing territory. 
Gulf said the new marketing set- 
up will be under the over-all com- 
mand of J. L. Lenker, Gulf’s vp for 
U. S. operations. Regional vps are 
J. P. Kelley, for the eastern region; 
G. E. Millican, for the southern re- 
gion; W. A. Bourne, midwestern 
region, and B. B. Pettitt, south- 
western region. All are former di- 
visional general managers. # 


Westinghouse Names Three 

Westinghouse Electric Corp., 
Pittsburgh, has appointed two ad- 
vertising representatives to its 
headquarters apparatus advertis- 
ing department. They are Robert 
Lloyd, formerly sales promotion 
representative of the southeastern 
region, Atlanta, and William J. 
O’Brien, previously sales promo- 
tion representative of the Atlantic 
region, Philadelphia. At the same 
time, Earl Schwartz, formerly with 
Downing Industrial Advertising, 
has joined the advertising produc- 
tion group. 


‘59 Per Capita Beer Use Reversed 
1]-Year Downtrend, Rose to 15.3 Gals. 


Beer Sales Hit New 
High in Year, Says U. S. 
Brewers Foundation Book 


New York, Aug. 17—The year | 


1959 was the biggest in history for 
the U. S. brewing industry—and 
for the stout-hearted section of the 
public who quaffed, on an average, 
0.3 gal. more beer through the year 
and helped to reverse a notable 
trend in effect since 1945. 

For the nation’s beer drinkers 
are again slowly stepping up their 


Foundation. 


| population. By excluding persons 
|}under 21, however, and weighing | 
per capita consumption, according Other age groups to reflect their administration. Somé $560,0.)) of 
to the “1959 Brewers Almanac,” Customary use of malt beverages, | this budget was allocated to rews- 
just published by the U.S. Brewers | the 1959 per capita consumption | papers, $300,000 to radio and $ '50,- 


High point from which the de- 
cline took place was 1947, when 
per capita consumption was 18.4 
gals. per year. The next year it 
dropped to 17.8 gals., and con- 
sumption remained thereabout, or 
lower, reaching, in 1958, its lowest 
point since 1942—15 gals. 

But consumption went up to 15.3 
gals. last year, matching the sales 
upswing in the whole industry. 

(The “Almanac” points out that 
the figure is based on the entire 


(Continued on Page 80) 


|insurance, which was re ving 


MEDICAL 
AID 


Let's help those who necu help 
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AMERICAN MEDICAL ASSOCIATION 


i 


AliD—The American Medical Assn., 
Chicago, ran this ad in 12 metro- 
politan newspapers between Aug. 
16 and 18 supporting the Mills bill 
for a locally administered health 
aid program for the aged and op- 
posing any tax-financed health 
program. Klau-Van Pietersom- 
Dunlap is the agency. 


AMA Uses Dailies 
to Back Stand on 
Aid-to-Aged Bill 


Ad Recalls Medical 
Group’s $1,100,000 
Effort a Decade Ago 


Cuicaco, Aug. 18—The Ameri- 
can Medical Assn., which has not 
done any advertising since its all- 
out “National Education Cam- 
paign” opposing socialized medi- 
cine in 1950, took up the cudgel 
again this week with a large- 
space newspaper ad in 12 metro- 
politan newspapers. 

The ad throws the AMA’s sup- 
port behind the Mills bill (H.R. 
12580), now pending before the 
Congress, which would set up a 
locally administered health aid 
program for those elderly people 
who are unable to meet their 
medical expenses by themselves or 
through some insurance plan. The 
ad also warns that financing the 
aged’s health needs by compulsory 
tax will lead to government-run 
medical care for all age groups in 
the country. 

By endorsing the Mills bill, the 
AMA hopes to forestall legislation 
calling for more extensive medical 
care of the aged. 


s The ads ran between Aug. 16 
and Aug. 18 in the Atlanta Jour- 


nal, Chicago Daily News, Chicago 
Tribune, Houston Chronicle, Little | 
Rock Gazette, Los Angeles pee 
Miami Herald, New York Herald | 
Tribune, New York Times, Wash- | 
ington Post & Times Herald, | 
Washington Star and the eastern 
edition of the: Wall Street Journal. | 
The ad was placed through | 
K lau-Van Pietersom-D u n 1a p, | 
which was named for this one-shot 
promotion. The AMA said no 
further advertising is contem lated 
and that future actiorr will depend 
on what happens in Congress. The 
Mills bill already has passed the 
House and is awaiting farthe con- 
gressional. consideration. 


= The current AMA camp: 3n is 


small potatoes compared the 
drive it put on 10 years a ». At 
that time the associatio: un- 


leashed a $1,110,000 adve. ising 
drive against compulsory = :alth 


consideration under the T: ‘man 


(Continued on Page 78) 


FTC Tries to Plug Robinson-Patman 


Loophole, Using Provision of FTC Act 


Grand Union Solicitation 
of Special Ad Allowance 
Is Hit as Unfair Trading 


WASHINGTON, Aug. 18—The 
Federal Trade Commission tried 
to expand the frontiers of its legal 
authority today with a decision 
which says Grand Union Co. soli- 
cited illegal advertising allowances 


Agency Wants Its 
Employes to Want 


More, More, More 


Los ANGELES, Aug. 16—Con- 
sumer demand is a potent factor 
in a free economy, as we all know 
It can also be a factor in the agen- 
cy business. At least it is a factor 
in helping one agency here— 
Lansdale Co.—choose the ac- 
counts it wants to handle. The 
agency explains its thinking in a 
release, herewith reproduced in 
full: 


= “The interest agency employes 
frequently take in obtaining salary 
increases has indirectly resulted in 
the recent acquisition of three new 
accounts for Lansdale Co., accord- 
ing to Phil Lansdale. 

“As is the practice in any 
systematically managed agency, 
whenever a Lansdale Co. employe 
inquires about a raise in pay, he is 
asked why he needs it. A compila- 
tion of the various reasons offered 
during the past 12 months, accord- 
ing to Lansdale, revealed that the 
most frequent explanations were, 
‘It’s about time I bought a new 
suit,’ ‘My wife thinks it would be 
nice for me to carry more insur- 
ance’ and ‘My family would like 
to become accustomed to consum- 
ing more liquor’.” . 

“In order to provide these con- 
veniences for the staff, Lansdale 
has added the following new ac- 
counts. 


e “Monte Factor, men’s clothier, 
Beverly Hills and Las Vegas. 


e “Blue Seal agency of Continental 
Casualty Co. & Silver Seal Agency 
of Firemen’s Fund, Health & Ac- 
cident Insurance. 


e “James Robertson Co., liquor 
importer and distributor, Los An- 
geles. 


“A new compilation is now being 
prepared as a guide to the agency 
in deciding which new accounts 
should be added to this agency’s 
roster during the fall.” + 


from its suppliers and can be held 
responsible under the Federal 
Trade Commission Act. 

The case was of more than 
routine significance because Grand 
Union had raised a jurisdictional 


‘defense which could have seriously 


impaired FTC’s ability to move 
against alleged offenses in the field 
of cooperative advertising allow- 
ances. 

In its defense, Grand Union 
stressed that the Robinson-Pat- 
man anti-price discrimination law 
does not contain any language 
specifically barring customers from 
seeking any advertising allowances 
they can get. In the face of this 
point, FTC came up with a ruling 
that regardless of the Robinson- 
Patman Act, the solicitation of dis- 
criminatory advertising allowances 
can be stopped as an unfair trade 
practice under Section 5 of the FTC 
Act. 

While the commission has re- 

(Continued on Page 78) 


FTC Calls Brevity of 
Spot No Alibi for Not 


QualifyingGuarantee 


WasuincrTon, Aug. 18-—The Fed- 
eral Trade Commission reminded 
broadcasters and advertisers today 
that a 10-second spot announce- 
ment doesn’t offer enough time to 
qualify a product’s guarantee. 

FTC said too little time is no 
excuse for not mentioning the full 
details of the guarantee. Not only 
is it no excuse, FTC warned, but 
it is an invitation for commission 
action. 

FTC’s word to the wise is based 
on a “steady stream” of complaints 
from buyers who listened to guar- 
antee claims, then discovered that 
the actual guarantees were full of 
limitations not mentioned in the 
commercials. 


s The commission’s staff members 
and monitors have been checking 
guarantees aired during spot ads. 
FTC says big natiqnal advertisers 
as well as smaller retailers are 
guilty of cramming their guar- 
antees into too short a time se- 
quence. 

FTC Chairman Earl W. Kintner 
explained that “the principal fault 
of advertising of guarantees has 
been the reluctance of advertisers 
to state precisely what the guar- 
antee covers. Advertisements her- 
alding a product’s guarantee with- 
out mentioning its limiting terms 
should put every potential pur- 
chaser on guard,” he said. + 
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Se Raker Cath me te oor 


ELEGANCE BY ARMSTRONG—A tv commercial that will introduce Arm- 
strong Cork’s new Palatial Corlon Oct. 12 on “Armstrong Circle 
Theater” (CBS). The sell for this sheet vinyl floor which is made 
to look like marble, begins with an outdoor scene of a luxurious 
castle, then switches to interior scenes. The commercial climaxes 
with a closeup of a three-page color ad from Life, which viewers are 
advised to consult to find the names of dealers carrying the Palatial 
line. Batten, Barton, Durstine & Osborn is the agency. Filmways 
produced the commercial. 
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Tribune Co. Buys 
Duluth Radio-TV Units 


Dututn, Aug. 17—Stations 
KDAL and KDAL-TV have been 
purchased for a price “in excess of 
$3,000,000” by WGN Inc., operator 
of WGN and WGN-TV, Chicago. 

WGN is a subsidiary of the 
Tribune Co., which also owns the 
Chicago Tribune, Chicago’s Amer- 
ican, New York Daily News and 
WPIX, New York. 

The Duluth stations were the 
property of Red River Broadcast- 
ing Co., owned by the Dalton Le 
Masurier estate. WGN said the 
staff would remain intact. 

Personnel include Odin S. Rams- 
land and Robert A. Dettman, both 
company vps. The stations will 
remain affiliates of ®me Columbia 
Broadcasting System. WGN’s sta- 
tions are independents. 

KDAL is a 5kw station. KDAL- 
TV is a 100kw operation. The only 
other tv station in the market is 


Wis. The Duluth stations are re- 
presented nationally by Avery- 
Knodel. 


s Ward Quaal, vp and general 
manager of WGN Inc., will have 
“general supervision and direc- 
tion” of KDAL and KDAL-TV, 
according to J. Howard Wood, 
president of the Tribune Co. and 
WGN Inc., and publisher of the 
Tribune. 

“This new purchase is only one 
phase of Tribune Co. expansion 
during the past five years,” he 
said. “It represents the first of 
several such acquisitions we have 
in mind.” 

The purchase is subject to ap- 
proval of the Federal Communica- 
tions Commission. # 


General Mills Reports Good 
Response to Cat Food Offer 
General Mills, Minneapdlis, re- 
ports a “very favorable” response 
to its offer of three free cans of 
Three Little Kittens all fish cat 


15 oz. cans (or six labels from 8 oz. 
cans) purchased at the regular 
price. The offer, which expires 
Sept. 30 and has a limit of one 
gift coupon per customer, was first 
made in 500-line b&w newspaper 
ads in 20 major east central mar- 
kets, plus Madison, Minneapolis, 
St. Paul and Los Angeles, the 
weeks of July 18, and Aug. 1. 

Campaign plans call for the offer 
to be advertised in newspapers in 
50 markets along the Atlantic 
Coast and New England during the 
weeks of Aug. 22 and Sept. 12. 
Tatham-Laird, Chicago, is the 
agency. 


Burke, Charles Adds One 
Wynn’s Fine Arts Warehouse of 
Kings Park, Long Island, has ap- 
pointed Burke, Charles & Guignon 
Ltd., Great Neck, N. Y. The ac- 
count specializes in mail order 
sales of art reproductions and will 
use newspapers, magazines and 
business papers in an initial cam- 
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Our BEST—Here are two advertisements from the new Assn. of In- 
dustrial Advertisers compilation, “These Are Our Best,” in which 
business paper advertisers chose their own best creative efforts. At 
left, General Electric’s copy appeared in March, 1957, in electrical 
business papers; it was the product of the company’s apparatus sales 
division’s advertising and sales promotion department; the Gould- 
National Batteries ad appeared in December, 1959, in telephone and 


electrical papers; 


Ads in AIA Book 


New York, Aug. 16—A new col- 
lection of “best ads” becomes 
available this week—this time in- 
dustrial advertisements, through 


trial Advertisers, and consisting of 
advertisements picked as the best 
by industrial advertisers. 

The new AIA compilation, 
“These Are Our Best,” will consist 
of 80 advertisements published in 
two volumes of 40 ads each. Each 
is the choice of an _ individual 
business paper advertiser, as rep- 


partment or agency has created. 


it was the work of Hutchins Advertising Co., 
Rochester. The two-volume set, 


80 Industrial 
Advertisers’ ‘Best’ 


containing 80 ads, sells for $5. 


The idea for the book came ori- 
ginally from H.A. (Hi) Harty, of 
Wolverine Tube, when he was 
AIA chairman. The first volume 
contains b&w advertisements, litho- 
graphed from the advertisers’ print 
proofs; the second will contain 
some ads reproduced in four colors, 
using original color plates. 


# On the reverse of each ad is a 
“data sheet,” which tells when and 
where the ad first appeared, the 
agency (three of the first 40 were 
prepared by company ad depart- 
ments, and other credits make it 
clear that the agency played only 
a subsidiary role in some of the 
ads’ creation), the media carry- 
ing the ad, objectives, reasons why 
the ad was picked, and comments. 

The soft-covered volumes are to 
be distributed free to AIA mem- 
bers, and will cost others $5 a 
set. They are available from AIA, 
271 Madison Ave., New York 16. + 


Ad Clinic #15 


a 
RESERVES AND 


_ IN 4 SECONDS 


" SHERATON HOTELS 


where — electronically. All 


(a transparent device to get 
you to read this Sheraton ad) 


Ads we could do without 


oe 


ONLY SHERATON» 


CONFIRMS ROOMS 


Pardon, sir, but it’s true. Sheraton has a wonder machine, 
RESERV ATRON, that makes and confirms reservations any- 


Sheraton Hotel or reservation office. To help us test this ad, 
send for free, 104-page booklet that gives helpful dope on all 
Sheraton’s 54 hotels. Write: Sheraton Corp., Ad Age Ad #15, 
470 Atlantic Ave., Boston, Massachusetts. 


by “Red” Most 


This is a brag-and-boast 
headline that obviously 
overstates the case. 


How could any hotel 
company reserve a 
room that fast? 


you do is phone the nearest 
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Wagner Baking Sets 

Kids TV Drive for 

Its 4” ‘Billy’ Pies 
Newakk, N. J., Aug. 16—Wagner 

Baking Corp. will use tv kid shows 


in three major markets to promote 
its snack-size, newly named Billy 


Wagner pies, starting Sept. 19. 


In New York, the company will 
co-sponsor “Casey Jones” and “Su- 
perman” on WPIX and will carry 
participations on “Just for Fun” 
and “Sandy Becker” on WNEW- 
TV. Spots also will be carried on 
other shows on WPIX. Participa- 
tions will be used in “The Three 
Stooges” on WGN-TV, Chicago, 
and in “Popeye” on KYW-TV, 
Cleveland. 

Commercials will feature a little 
character, Billy Wagner, who will 
promote the 4” fruit-filled pies to 
youngsters as a snack or dessert at 
home, and in their school lunch 
pails. The pies were renamed re- 


cently to tie them in with the “Bil- 
ly Boy” jingles used by the com- 
pany for years in radio. 


s As part of the promotion, a self- 
twirling lariat premium will be of- 
fered to consumers sending in three 
empty pie bags and 50¢. Dealers 
will be given a variety of point of 
sale merchandise, including Billy 
Wagner Pie Department color dis- 
plays, window streamers and ve- 
hicle cards. 

Charles W. Hoyt Co. is the agen- 
cy for Wagner Baking. + 


Morton Tile Names Hall, Haerr 
Morton Tile Co., Morton, IIL, 
manufacturer of Mor-Tile ceramic 
tile and accessories, has appointed 
Hall, Haerr, Peterson & Harney, 
Peoria, to handle its advertising. 


Locke Joins McCarty Co. 

Lafayette Locke, formerly with 
Erwin Wasey, Ruthrauff & Ryan, 
has joined McCarty Co., New York, 
as a senior copywriter. 


Another Example 


Creative Advertising 
LENNEN & NEWELL INC. 


DOUBLE EXPOSURE—These two outdoor posters side by side in San 
Francisco not only promote the client’s product (Regal Select beer), 
but the second poster promotes the agency, Lennen & Newell. The 
client’s poster will be covered with another erample of Regal ad- 
vertising midway through the month-long promotion. 


Zern’s Name Omitted 

In the report of the ADVERTISING 
Ace Summer Workshop on Crea- 
tivity in Advertising (AA, Aug. 8), 


‘lIthe name of Ed Zern, vp, Geyer, 


Morey, Madden & Ballard, New 
York, was inadvertently omitted. 
Mr. Zern was one of those who 
picked the outstanding ads in The 
New Yorker and Farm Journal. 


Lowenstein Leaves PR Firm 
Larry Lowenstein has resigned 
as head of the New York office of 
Rogers & Cowan, effective Sept. 1. 
Before joining the public relations 
company in April 1959, he was di- 
rector of CBS-TV press informa- 
tion. Before that he served as di- 
rector of the Benton & Bowles 
publicity-promotion department. 
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Here’s why IEN helps you reach the really 
important buyers in all industries 


,..only IEN has daily access to Thomas Register’s 
detailed records of the ever-changing industrial scene 


Among all magazines, only Industrial 
Equipment News has 


Register’s listi 
detailed, up- 


the most 


questionnaires: the most 
te market picture of indus- 
try, its products and its men on the move. 

From this raw list, we are able to select 
-while companies and the 
people who have multi-functional buying 
responsibilities within these plants. 

As a result, IEN’s circulation growth 
closely parallels the growth of the oe 
economy. No sudden circulation jumps 
lags. No distribution. 


access to Thomas 


rate purchasing 
“a verified. 


whose 


In'short, no 


Thomas Publishing Company 


Affiliated with Thomas Register 


circulation growth for growth’s sake. 
This is sound circulation built on corpo- 


power, with individuals 


broken down by both title and function and 


ot hous advertise in IEN, you're reach- 
Fe read by the best: more than 
40,000 aloein in all types of industries — 
nearly 80,000 multi-functional executives 


decisions account for 


purchasing 
more Ps 4/5ths of the Gross National 
Product. Details? Send for our new, com- 
prehensive Media Data File, 


good for selling... because it’s used for buying 
Industrial Equipment News 


461 Eighth Avenue, New York, N. Y. 
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Qualified Claims 
Furnish Ad Motif 
for Bert & Harry 


New York, Aug. 17—Trust the 
Piel Bros., Bert & Harry, to come 
up with a timely angle for their 
radio and tv sell. As witness this 
radio spot, which adds up to a 
gentle satire on the current cam- 
paign to keep advertising honest: 
e HARRY: I’m Harry Piel. You 
know, it’s no accident that Piel’s 
beer has a reputation for “fresh- 
poured flavor.” 

e BERT: Er, wait a minute, Har- 
ry. Er, yeah, that’s all right. 

e HARRY: Just pour a glass of 
today’s Piel’s and you’ll notice its 
long-lasting head .. . 

e BERT: Er, probably. 

e HARRY: ...Now that’s a big 
reason why Piel’s tastes extra 
good. 

e BERT: Many agree. 

e HARRY: . The long-lasting 
head acts like a seal up there... 
e BERT: Er, virtually. 

e HARRY: ... Keeping flavor and 
freshness from escaping. 

e BERT: We certainly hope—heh. 
e HARRY: And that’s why Piel’s 
fresh-poured flavor lasts all the 
way down. 

e BERT: Many impartial people 
have stated that. 

e HARRY: Why do you _ keep 
qualifying everything I say, Bert? 
e BERT: Well, no exaggerated ad- 
vertising claims for us. I’m taming 
down your pitch. 

e HARRY: But why? Every word 
was true. 

e BERT: Look Harry—an honest, 
ordinary description of Piel’s beer 
sounds like an exaggeration. If I’d 
never tasted it—I’d assume you 
were talking through your hat— 
figuratively speaking. 

e HARRY: Well, if that’s true— 
everyone who hasn’t, please try 
today’s Piel’s immediately, and 
then you'll know I’m not exag- 
gerating. 

e BERT: Most likely. 

e HARRY: Oh, now, Bert... 


e BERT: All right—definitely! 


= The Bert & Harry commercials 
are produced by Goulding-Elliott- 
Graham. Young & Rubicam is the 
agency. # 


Allston, Smith Adds Ide, 
Sets Tie-up with Lovick 

Richard I. Ide, formerly with 
Cunningham & Walsh, New York, 
has joined Allston, Smith & Som- 
ple, Greenwich, Conn., as an ac- 
count executive and assistant to 
the president. Allston, Smith also 
announced that James Lovick & 
Co., Toronto, will represent it in 
Canada. The two will work to- 
gether on the introduction of Ar- 
nold bread in the Canadian market 
this fall. 


Donnelley Boosts Ford 

Reuben H. Donnelley Corp., New 
York, has appointed Burton A. 
Ford Jr. administrative assistant 
in its telephone directory division. 
Mr. Ford, formerly a division sales 
manager, will coordinate each of 
the four major corporate regions 
“in the implementation of local and 
national marketing programs.” 


lea sar eer Res ; ; , , Cet g aes ee Hodes. Scala iS! eM a MBG se 2 er aes p Ee ae it 
ies a ae ees hs ; TS erecta il Sw ae abit Tee tees Seat, ~All NE Sy ademas ioe, ed ee a 
store P as aa. ve ert Ber: Pits i ’ See ee e Ce eer ae eerste * 
a eee ere ne ES oy iD tay | ls Yu 42 . fume Daa Neate 2 Sa re Bit ree Mees aoe at ak 4 P| ae poteiomne ee aca oe ap aN ie SE : 3 : 
es eee baal i eee Ip int See cre aioe age ol : ae vs ae fae gS Ea al ene oD haere a Pee ae ai 
a 
‘ ie ee oe Pipes 4 ; pars 
; . = -- wee 
; | . ee 5 -_ — . F. 
| . — === 3 so . en + 
P . = a 
; —_ > Ye mS = 7 . 
J a d —_ ee ae a 
; ig a + cr, A 
} ‘ j . Lo) Sie, + 
(eet cai ALT 
| i Je ae me 4 
ao lily bos 
, } the one beer thet reaty 
PEGAL SELEUL.. 0 ee OO es 
need ee a Sud 2 ~ pier tl 
- —_ el 
f Ses Sar “ae ae. A N 
: igtnceeapesNOEIT nn N A| 
| ee 
2 | 
; | ‘Sataae altace aang 
} 
BPs, 
ue a ny 
; 
: TS Ty AT LL a a ne ~ ee 
-_ ‘ x ee | 
Ge ne ee ee She. 3, eae Oo ee BAe eho & Ag aes FS Te co 
Pe BOE et er bn ae pee der se WS ities SF iat oe “fea merge 5 
3 ni | 3 
: j oe p 
F BE: : 
5 4 : 
a Seen mM a 
: Fiebre ry ae habeas : : 
q & : ehh ee 2 ee oo = Brn: 3 
- &§ ak. Goa. Gece pea ee hc ie ea ‘ 
= m Ee oy DS aae 3a cn bs i ) a - : 
' wilh Ph fo sae : 
: F 4 ‘\ ee ae ais Se ie 
me me i - } ‘ ec ae IPM ENT : : 
as Lp’ t : =e ates 4 Z a 
ak at : , mee eS : Chie ¥. ; 
f yet 7 eile aig eet oar soeerct = i i 
: e ee ae : Be ace me : 
rad x So oe he ne eae 4 i Suaei - - ime oes ow 
ee #4 3 : st ey mae ye ee es 
¥ 1 oe ee Per oo ; oF aa am i ets tes se 
J ae ee sh HUI . ; 
3 yw eed esa he ST fae is ; a . “ 
ee t oO eae oy : Ee Ret i 
ee: = ee = cogs AAS te Era atte ee hy Pes 7 julie m 
: 4 im ae: BSE ee ee ee Stet Ce ars Brean eRe eer . 24 " r 
Pu Ee i ie ie Bes HES ipee ae ot E | oo. cia | eae Sr Maile tae a ” 
ie eet ais ARE: ikea wh co Soman s « - Seated “ou tg 4 : mee ea s fs 
ate * — Shs ae pip : penny F Ls =o. € aS. . : 
: fe a i“ my 2 ae ey r aah ° 
see i ae : : & pra are on ee ae eda , 
; “oe " x i : se at rae a ee Tee ee ti ; 
é + ee eee a | ae ajc Gea Saee ia re 
: ‘ a é Ae Ad pattie ee s aye v j a oi en ey an 
a = i ee eee n | Stee ee. ots met ~ “a ‘ee - ; 
: - 4 SA dl ee aS i 4 a i 
Zn <3 nein. 1 ira tsi il  Meaal ia Se meee Fe le: be : F 
we f ee eee a ee : 
Saye + ie ae he a Oe 2 a aes: | emer cee Ge ; 
Bi Peep gihes Hate EP eet Dy ME oe) EE ey i ar : 
i oF z Rn Career ees ie | eee Sie a ial > Eas > a 
ae - Se a Oe RRR St ies eo GR a ‘ 3 
; 3 NESE. iae Oe ae eee : 
hs ee é: cae Pe Sas er Sohal xP one ; ;- 7 ; 
ee Le ee ge bein clap . 4 Phy: ap c 
ape % ’ ie ae oo Sig a a Vas 
ge : ieee eee us p ia 
2 3 = ro i ae OE ; % 
= (Be Bie RE oon a , 
ee a si NA eee ok Gees. ais te 
peed ve Tap CU im sr: ee ee F Ai 
4g Ys ee tie anes 
’ - ¥ : a cs 
ae * ; woNe tes ot 
gulls ae z eo: ok Sas ws eee NV SO CG ee eM hcl is 
oye Se a ae ee 2) PAM eer ete ia ne ThE Corry No BI PE ae | ee ee eee ec ec, ee ecm Wy 
a ee Nae ON ERR I. Re ae aA ase sea 
‘ a 
ree 7 
Nee es 7 
ine oe! 
aes } 
phalcs 
ae 
’ i eee 
4 2 cs 
Sen 
eo oan ; 
a i 
n> 4 : 
Ree 
ie i 
er 
és i 
‘ 4 ; % 
Sac l.cs Re 
Pate at 
Sees 7 
eG a 
sigh Sar i 
erie : eh 
ae = ‘p 
ies = 
a OL | 
7 h = Ss 
i ienniaemonees 0 3 
 ~ -Ay é 
Ee” «© WESTERN HORSEMAN ; 
; Se z 
ee \7 a) %, 149 Advertising aie 
bce ar | ere 
ae ee! a Sooo 
=<) (>) in Last 16 Issues of 
— YY Ve fo} THE WESTERN HORSEMAN 
'g fi ' ; 
i OLOR- RING A 
— vo a S 
aoe ie 
aba: et 
Use ae Sie | 
as) sams : pe aaa 
BS Oe ie A “sili a = See “ing al op" \y aetna ET, ap tae at ed ay Wake ee a & hue, yes ae ea aie paar enone Jeri epeepreh oe pee age flues ap ep a fe 
: ® Pee Ss Se ta ta Nee aD NR eae SR <6 ¢ SONS ne SOD. RRR cere kau sR seers een oe I i Ee mar nen od oF tire age SL AMet evry (aed alae Ka cnae as oe 1 en epetneatee, MRaeca Dh 
Ta ane patra a Gay nee ae er See eee ee een Soe e ane Mage ote see a Taree ee cahS De  ee a eS aeee OMON a 8 eR Re ate dv Re re 1° 
maligne ren PM ene the fehtae es VOORe oe Sah! yen MME et. Siegen yo eae ea cme Reprtes arts * i Feith 
SE BAe OT ee, Sn ree te et bi AA gd i a ACME sei 
youn ay ~ m ok ek 


ce ‘i oS nl cee a 


The Post scores another hard-hitting success! For 
the first half of 1960, the Post gained more than 
42% in building-products revenue over the same 
period last year. Life rose less than 10%; Look came 
up less than 28%. And the Post’s total building- 
products revenue — $4,267,218 — topped Life’s by 
$1,221,062 and Look’s by $3,822,962! * 

In the same period, the Post added 21 ad pages 
for a 23% increase while Life lost 2 pages for a 
3% decrease.* Why was the Post able to saw offa 
bigger share of building-products advertising? 
Your building-products ad page in The Saturday 
Evening Post is seen over and over. Gets seen 37% 
more times than the same ad in tlfe other big 
weekly. Your Post ad page is seen six million more 


HAMMERS 
QUIA 


HEFTY 


Ads 


GAIN IN 
BUILDING 


PRODUCTS 
REVENUE 


=a as a 


The Saturday Evening 


THE INFLUENTIALS’ MAGAZ 


times by people who will expand or remodel in the 
next year...three million more times in larger fami- 
lies of three or more. Growing, building families 
who need your kind of products. Your ad page in 
the Post is seen 20% more times by the average 
home-owning reader. And your Post ad page calls 
on people with the highest median income in the 
general-weekly field. People with more money to 


buy your products! 


Want to nail down bigger and better sales? 
Tell your story in The Saturday Evening Post...your 
number-one buy in building-products advertising! 

*Source: PIB 
READERS TURN AND RETURN TO YOUR AD PAGE 
IN THE POST...THE HI-FREQUENCY WEEKLY! 
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‘This Week in Washington... 


Dems Front for Anti-Trust Offenders 
in Pigeonholing Kininer, Bicks: GOP 


By Stanley E. Cohen 
Washington Editer 


WasuincTon, Aug. 18—Are Sen- 
ate Democrats fronting for big 
anti-trust offenders? 

That’s shocking doctrine to those 
who believe Democrats are always 
“anti business” and that only the 
Republicans are “pro business.” 
But it was discussed with suffi- 
cient forcefulness on the Senate 
floor this week that many Demo- 
crats were squirming before it 
was over. 

The question was raised by 
Republican moderates who want 
to make sure that the country 
knows that the Democrats have 
been holding up action on two 


major Presidential appointments 
in the anti-trust field. 

These nominations have been 
pigeonholed in committee, sup- 
posedly for political expediency. 
But Republicans suggest that this 
may not be the full explanation. 


s The nominations at stake are 
Robert A. Bicks, as Assistant At- 
torney General in charge of the 
Justice Department’s anti-trust 
division, and Earl Kintner, for a 
new seven-year term on the Fed- 
eral Trade Commission. 

During Senate discussion the 
other day, Sen. Prescott Bush (R., 
Conn.) noted that big business has 
been pulling strings to block the! 


Bicks nomination. “I wonder,” he jare accused, erroneously and un- 
asked, “whether it is responsive to |fairly, of showing partiality to big 


that plea from big business that 
our friends across the aisle are 
holding up the nomination?” 

Sen. Jacob Javits (R., N.Y.) 
added that he did not see how any 
real political advantage could be 
achieved by. refusing to act on the 
Bicks and Kintner nominations. 
“These two gentlemen are of the 
highest quality,” he said. “I have 
little doubt that if a new President 
desired them to retire from their 
offices in order to make way for 
someone else they certainly would 
give that request the highest con- 
sideration.” 


® In the course of discussion, Sen. 
Bush seized the opportunity to 
peck away at the ancient notion 
that Republicans are “the party of 
big business.” 

Referring to the administration’s 

aggressive enforcement of the 
|anti-trust laws under Mr. Bicks 
‘and Mr. Kintner, he declared, “We 


| Everett 


business. If the record were ob- 
jectively examined, I think it 
would show we are very much the 
friend of small business and the 
friend of all business.” 

Sen. Javits reported that Repub- 
licans have been pushing the Bicks 
nomination, even though the ac- 
tivities of the anti-trust division 
have been embarrassing to the 
party’s fund raisers. “I think it is 
pretty open knowledge,” he com- 
mented, “that the Republican fund 
raisers find it very difficult in 
some areas of business because of 
this great support that has been 
vested in Bob Bicks.” 


s Republicans themselves had 
been under fire during the final 
days of the regular congressional 
session for failing to push the 
Bicks and Kintner nominations. 
During a Senate judiciary subcom- 
mittee hearing on Mr. Bicks, Sen. 
Dirksen (R., Ill.), the 


Why airline advertisers put us first among 
New York evening newspapers 


The airline industry is jet-streaming toward new heights, 
with substantial increases in family travel. The World- 
Telegram’s lead in airline advertising is on the rise, too. 
And for good reason :—it takes an evening newspaper to 
get into the home, where family travel decisions are made 
..and the World-Telegram is the only evening newspaper 
which continually sells New York’s lucrative market of 
active, better-income families. During the first six months 
of 1960, the World-Telegram not only led the other two 
evening newspapers in airline advertising, but was the 


only paper in its field to show a gain. 


Among New York's evening newspapers, 

the World-Telegram is: 

¢ First in Retail Advertising 

* First in Financial Advertising 

* First in General Advertising 

+ First in Automotive Advertising 

* First in Total Display Advertising 

* First in Total Advertising 
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New York's gua/ity evening newspaper 


The ” Sun 


A SCRIPPS-HOWARD NEWSPAPER 


ia New York World-lelegram 


125 Barclay Street, 


Source: Media Records 


New York 15, N. Y. © BArclay 7-321) 


Or Scripps-Howard General Advertising Offices: 
230 Park Avenue, N. Y.C. « Chicago * San Francisco 
Los Angeles « Detroit « Cincinnati * Philadelphia « Dallas 
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minority leader, rushed briefly 
into the room to proclaim his sup- 
port. “When you are the Presi- 
dent’s spokesman in the Senate, 
you want to know the material 
you are working with,” he ex- 
plained. 

“I’ve run my own FBI investi- 
gation on you,” he told the Presi- 
dential appointee. “Bob, you have 
come through all right. From now 
on I want you to know that I am 
your lawyer in the Senate.” 

With that declaration, he was 
off to another hearing, and there 
was no further word—or action— 
on the Bicks nomination. Republi- 
can senators who proposed to 
bring the issue to the floor last 
June were cautioned: “Don’t move 
now, while there is still a chance 
that the nominations will be re- 
ported.” 


s Efforts of the Republican mod- - 


erates to bring the issue into the 
open this week were particularly 
embarrassing to the Democrats be- 
cause the delay on the Bicks 
nomination can in no way be 
rationalized as political expedi- 


| ency. 
As a member of the executive 
department, he serves at the 


pleasure of the President. If the 
Democrats capture the White 
House, his services terminate on 
the day the incoming Democratic 


| President announces his replace- 


ment. 
Sen. William Proxmire (D., 
Wis.) has already cautioned his 


| colleagues that continued delay on 
| the Bicks and Kintner nominations 
| will 
| tragic for the national interest.” 


“be foolish politically and 


As chairman of the subcommit- 


|tee on small business of the Sen- 
jate banking and currency com- 
|mittee, Sen. 
|have been repeatedly impressed 
by the hard-hitting action taken 


Proxmire said, “I 


by FTC under Earl Kintner, and 
by the warm response of small 
business men all over the country 
to him.” 


s With respect to Bob Bicks, he 
said “he has put more drive and 
energy into the anti-trust division 
than it has had in a long time.” 
He put the challenge to his 
party this way: “If the Democratic 
Party, with its 66-to-34 majority 
in the Senate, rejects these two 
nominations, how can we square 
our actions with the platform we 
adopted in Los Angeles, asserting, 
as a fourth right of man, ‘the right 
of every small business man, large 
and small, to trade in an atmos- 
phere of freedom from unfair com- 
petition and domination by monop- 
olies at home and abroad’?” # 


S. F. Discount House Files 
Anti-Trust Suit Against 26 

A $2,000,000 civil anti-trust suit 
has been filed in U.S. district court, 
San Francisco, by United Shoppers 
Exclusive, a discount house, charg- 
ing that the store nas been “vir- 
tually unable to stock leading 
brands of household appliances.” 
Named as defendants in the suit 
were 26 retail appliance stores, 
manufacturers, and distributors of 
appliances and television sets. 

Joined as a plaintiff with United 
Shoppers, which was organized in 
March, 1957, was Manfree Inc., one 
of the concessionaires and operator 
of the store’s retail household ap- 
pliance and tv set department. The 
complaint accused the defendants 
of “entering into an agreement to 
fix retail prices on appliances” and 
of “refusing to supply stores which 
were or are unwilling to stick to 
the fixed prices.” 


FOR JET AGE ‘‘SMALL-FRY PILOTS 


Great two-for-the-price-ef-one promotional items. Dey- 

glo colors. Your sales message can be imprinted. 
9'/_" Turbo-Prop spins — 44/2” K 
Turbo-Putt-Putt sounds like @ moter. 
Fits oll bikes & trikes. 
Write for sample set and quantity 
prices, enclosing 50¢ handling-post- 
e@ge cost. 

R-W CORP 


WOODLAND HILLS CALIFORNIA 
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Announcing 


TWO NEW | 


“U.S.News & World Report” 


RESEARCH 
PROJECTS 


— conducted under the 
consultation facility of 
the Advertising Research 
Foundation — contributing 
valuable new data about 


“U.S.News & World Report” 


In this day of rising costs and budget 
squeezes, more and more advertisers are 
demanding detailed data on the numbers 
and kinds of people served by various 


media. And more and more of them are. 


demanding that these facts be based on 
reliable research methods in order better 
to evaluate media claims. 

That’s why advertisers will be inter- 
ested in these two just-completed studies 
on “U.S.News & World Report” family 
characteristics. Both studies were con- 
ducted by Crossley, S-D Surveys, Inc. 
under the consultation facility of the 
Advertising Research Foundation. 


PROJECT 1—A national study conducted 
by mail measures certain characteristics 
of “U.S.News & World Report” families. 
This is the first study conducted under 
the consultation facility of the Adver- 
tising Research Foundation by any of the 
three major news magazines. 


families 


This project furnishes data on 
“USN&WR” subscribers in these im- 
portant areas: age, marital status, annual 
family income, home ownership, automobile 
and air conditioning ownership and pur- 
chases, vacation and business travel habits, 
tire purchases, and the influence of the head 
of household on the leasing or purchase of 
cars and trucks. 


PROJECT 2—A basic research project 
conducted in Cleveland, Ohio, among 
*“USN&WR” subscribers, using the same 
questionnaire as in the national study. 
The Cleveland project was made up of 
two studies. One was conducted by per- 
sonal interview—the other by mail. Both 
used identical questionnaires, the same 
sized samples, selected in identical ways, 
and were done at the same time. 

The purpose of this basic research 
was “‘to determine the degree to which like 
data of a factual nature can be collected 


with equal reliability by personal interview 
and mail research.” To our knowledge, 
this is the first time a major inquiry in 
this important area has been conducted. 


What The ARF Is—And What It Does 

The Advertising Research Founda- 
tion is anon-profit organization supported 
primarily by advertisers, advertising agen- 
cies and advertising media. Founded in 
1936 under the sponsorship of the AAAA 
and ANA, it now has some 300 organiza- 
tions in its membership. 

Its basic four-point program: 

1. Conduct fundamental research of 
industry-wide importance. 

2. Help advertisers, agencies and 
media obtain accurate and trustworthy 
information. 

3. Assist media to plan and conduct 
research which is readily accepted by their 
customers. 

4. Establish standards and improved 
methods of research. 


Here’s what the ARF says of the two projects: 


“In the opinion of the Committee, the national study contributes 
valuable data about ‘U.S.News & World Report’, while the ‘Cleveland 
Study’ contributes to a better understanding of techniques as related 


to the administration of mail studies. 


«the objectives, interviewing procedures, questionnaire, sample — 
design and method of reporting conform to the standards set forth in 
the ARF’s ‘Criteria for Marketing and Advertising Research’ "’. 


Here’s what Crossley, S-D Surveys says of the two projects: 


“At every step ‘U.S.News & World Report’ has not only accepted 
our recommendations but has exhibited a desire to make of this work a 
contribution to research thinking. On our part we have endeavored to 
operate with meticulous care at all stages, from rigid control of the 
sampling procedures to a penetrating breakdown check of the results, 
including comparative recontact of these questioned both by mail and 
by personal interview.” 


Both studies will be valuable to media and marketing directors, research directors, 
and space buyers alike. For your copy (or copies) write on company letterhead to 
William E. Robertson, Director of Marketing & Research, Advertising Depart- 
ment, ““U.S.News & World Report’, 23rd & N Streets, N.W., Washington 7, D.C. 


U.S.NEWS & WORLD REPORT 


America’s Class News Mo zazine 


Now more than 1,150,000 n-t paid circulation 


Advertising Offices: 45 Rockefeller Plaza, New York 20, N.Y. Other advertising offices || Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, 
St. Louis, Los Angeles, San Francisco, Was!:ington and London. 


sc a Silt iia = i j Be : : Mee i : miata : " ; ‘dhe 
Rete eels MMP ERE F< vai = # para ; ; — 1 a Si + gue 6 alien 
OS et Sect wat A = ae ac ee RES et 6 porta mae 2 heme =o ae Rei an I eee se See, a “7 ee es 
Se ee , . Sie ae D = eee oes a Fee oe Oh gig are Ac ae fi RE ae Se ees aw TS : 
% + ° rae oe eet : , Bs ‘ an widetae - o ig é alee 
im so 4 ; 
a “le shpat 
| ee 
oa oo 
Pte 
cue i Sita 
Mime. 7s 
re em S 
“ ge ae 
ea ae 
hart 
cee 
axe 
"a 
i: 
os 
i 
ae , ia 
“ cians 
en ee 
™ Po | as 
eo SOY as 
ae Soe pe 
Pe Soe 
are 
es re 
‘ao fi) 
# ae Ne a 
oe : 
ven : 
‘gs 
at ; : 
ua ett ae ere ea ae nae ; 
a Sa 
% en 
ca ie 
pis ee 
ae eee 
Be 2 
eee ers 
Need Be 88 
"ae ese 
a COO ee 
b "i ; 
Ba, 
Be ii Ba Sn as 
For : f 
ral Non rs 
gee ly bs, 

a inet tee 

AAS Pian 

oo Cee 

S ts 

ea oe 
oe reer 

os ie 
ieee 

i SSS REE Oo OER i ORS CERIN ASS RIES ooo SRR ae 

of ae 

ay Pa 
ne iiss 

; ee - 
pe 

| a 
rae eats 

ae ia pe 

ee a 
ee : 

_ 

et 
r 
‘al 
i Pe | 
‘ 7 ee " 

a ee oe 
esi wet 
sept : me. 

et — Ne = 

7, Nee nae ; eee 

BANS wate Meee ae ret ana yh eae 1, =e i RS Fi aA eS) a RE eee nie ln ve cok Meee i Ae Maa Oh sc) em ys aii ai er appear fin i a oe Pee ee eS iY Bete Er 

rae ea ae Ra er lade a6 ees; eee at 1% bd ents eae SSSR TS! pa Ba ST cee ip Ph he ep ene ed Gea Seam dic cea Gi Sn Esa oe Bie Cian. at 5) gr 

Bape yee) Fe ee a aly een Pe Sipe os: eee th ey See Re ke ap At * “Ti Gen OEE a ent ee es | ER a Ee Oe, ee eee AS Rn eee eS ee a 

ae oe SOLD a an 2 a dS Sa oe cn me ue. Oe er pe a eR ee SR RE dhe OU eee ee Ree oe ee Ge we 
4." ‘ res ey a ee is ec ae ee a ye er ins ware, Boer) a Br Ps puree | iis aks Se Ps | RRR Sees Se re, ic ee 7 ow er ree 

7a ate rane, = ep oe a hy whe gy baie “ae RE ee ee er IY Ni pe ae >> i: te i a a | = | 


Man-Tan Maker 
Hits Competitors 
in Patent Suit 


New York, Aug. 17—Drug Re- 
search Corp., manufacturer of 


Man-Tan, has filed suit in the US. | 
district court here against abovwt | 


20 suntan-by-the-bottle manufac- 
turers for patent infringement and 
unfair competition. 

This action against alleged in- 
fringers of a Drug Research patent 
comes a day after the company 
was granted a patent covering “no 
sun” tanning products which use 
dihydroxyacetone (protosol), 
known as DXA. 

The company claims that DXA 
is the only known compound that 
can safely tan the skin without 
sun or ultraviolet rays. 


s Drug Research named the fol- 
lowing companies as alleged in- 
fringers of its Patent No. 2,949,403: 

Coppertone Corp. and Plough 
Inc., Memphis, makers of Q-T; 
Tan-O-Rama Inc., Newark, maker 
of Tan-O-Rama; Rolley Co., a di- 
vision of Botany Industries, maker 
of Tansation; Ed. Pinaud Inc. and 
Nestle-LeMur Inc., makers of Ra- 
pid-Tan; Chemway Corp., Wayne, 
N.J., maker of Tan-O-Tan; Leonet 
Corp., maker of Magic Tan; Milly 
B. Sales Corp., maker of Look Tan; 
Procapa Products, maker of Pro 
Tan. 

Dean Alfange of the new law 
firm of Alfange & Friedman, is han- 
dling the suit for Drug Research. 

All the companies being sued 
which ADVERTISING AGE reached to- 
day refused to make any comment. 

The ingredient dihydroxyace- 
tone has been known for about 40 
years, John Andre, president of 
Drug Research Corp., told ApvEerR- 
TISING AGE. Until he and his chief 
chemist began looking into its 
possibilities around 1952, the in- 
gredient was little more than a 
“laboratory curiosity,” he said. 

“We started with a chemical 
that was virtually unknown, and 
now they’re finding many possible 
uses for it.” 


s Recent reports in British medi- 
eal papers, he said, indicate pos- 
sible uses of dihydroxyacetone in 
antibiotics, for example. It is also 
producing reactions with other 
chemicals that were not known 
before, and it has possibilities of 
improving certain types of plastic, 
Mr. Andre said. 

He added: “The price was pro- 
hibitive until we came along. When 
we started, we paid $250 a kilo. The 
first bottles of tanners we sold in 
the first three months were sold at 
$3 but actually cost us $8, and orig- 
inally $10, to produce. 

“We have established an indus- 
try that is being copied all over 
the world. We’re the leaders in the 
field in England, for example, as 
well as in Canada, France and 
Belgium, and our patents are com- 
ing through all over the world.” 


@ Mr. Andre said that Drug Re- 
search was beginning to develop 
an export market in its tanners. 
At present the export is small, but 
the company hopes that “maybe 
in the future we will develop as 
great a volume as in this country.” 

Mr. Andre said that the alleged 
infringers of his patent “got the se- 
cret” from Drug Research products 
after the tanners had been on the 
market for eight or nine months. 

“I think a hint was given in one 
of the trade journals, like Chemical 
Week,” he said. 

At present, he believes, there 
are about 20 competitors using the 
same basic ingredient. 


@ Mr. Amdre added that his com- 
pany had invested about $250,000 
in research into the. tanner since 


DonCarlos 


Schubring 


1952. He said that all the research 
on it up to the present and all 
the background material available 
from federal sources, were the 
work of Drug Research. 

A few months back (AA, May 

30) Mr. Andre said that Drug Re- 
search expects to do at least $12,- 
000,000 in sales this year in tan- 
ners—about 45% of its total busi- 
ness. He said the company will 
invest some $5,000,000 in advertis- 
ing the tanning products. 
Within a year the main product 
Man-Tan has surpassed the com- 
pany’s weight-reducing product, 
Regimen, and Mr. Andre forecast 
a $7,000,000 sales volume for Man- 
Tan alone this year, making it the 
company’s biggest seller. + 


Musicians Union 
Suit Hits Use of 
Films on Canada TV 


New York, Aug. 16—The Amer- 
ican Federation of Musicians has 
gone to court in an effort to stop 
the release of 122 post-1948 Warner 
Bros. feature movies to television. 

The union asked the federal dis- 
trict court for temporary and per- 
manent injunctions to keep Warner 
Bros. from transferring tv rights 
to “more than $11,000,000 worth of 
films” to Creative Telefilms & Art- 
ists of Toronto. AFM claims that 
these films, which were made for 
theatrical exhibition, may not be 
shown on television without prior 
negotiation with, and consent of, 
the federation. Herman Kenin, 
president of AFM, said Warner 
Bros. had refused to negotiate on 
this point. 

The Warner Bros. deal with the 
Canadian company was made after 
new contracts had been signed with 
the Writers Guild of America and 
the Screen Actors Guild, covering 
the release of post-48 films. Both 
these unions went on strike and 
then settled for a contribution to 
their pension funds, rather than a 
share of the profits. + 


Stomberg Retires from Nielsen 

Philip J. Stomberg, a vp with 
A. C. Nielsen Co., New York, mar- 
ket research company will retire 
Aug. 31. 

Mr. Stomberg joined Nielsen in 
1935 soon after the inauguration 
of its food and drug index services, 
with which he has been closely 
associated. He moved to the New 
York office from Chicago in 1940 
and was elected a vp in 1944. 


American Business to Gould 
American Business Systems, Phil- 
adelphia, manufacturer of forms 
and tabulating cards, has appointed 
Irving Gould. Advertising, Phila- 
delphia, to handle its advertising. 
Recently, American Business placed 


advertising direct and prior to that 
Gray & Rogers handled the account. 


Crain 


Garrett 


i ae 


Thornburg 


Williams George 


DISCUSSION GOES ON—Between sessions at Minnesota Mining & Mfg. George Crain, adhesives, coatings & sealers division; Ross Garrett, 
Co.’s first advertising management conference, held at Wonewok National Advertising Co.; Ed LeMay, staff advertising services super- 
Lodge in Minnesota, the talk went out in the open air. Here are Bill visor; Frank Thornburg, art director; Roger Williams, purchasing de- 
DonCarlos, retail tape division; Paul Schubring, packaging supervisor; partment; and Neil George, international division. 


3M Division Ad Managers Study 
Organization, Agency Setups 


Staff, Division Admen 
Work on Liaison Details 
at Semi-Annual Meeting 


Park Rapips, Minn., Aug. 16— 
How can we make advertising 
work harder and more effectively 
for 3M? 

What can we do to improve re- 
lationships and increase the pro- 
ductivity of our advertising agen- 
cies? 

What’s the relation between di- 
visional advertising departments 
and the new 3M central advertis- 
ing staff? 

How much, if any coordination, 
should there be between the ad- 
vertising operations of various 3M 
divisions? 

How can we improve the status 
and standing of advertising and 
of advertising people in the 3M 
company—a company which has 
always been primarily “sales ori- 
ented’’? 


s These are the kinds of questions 
which occupied two score staffers 
and agency representatives of Min- 
July 20-Aug. 2, as the company 
convened its first “advertising 
management conference” at Wone- 
wok Lodge on Big Mantrap Lake 
in the heart of the lake country in 
northwestern Minnesota. 

A total of 31 3M personnel, sev- 
en representatives of the three 3M 
advertising agencies—and one 
“outsider,” an ADVERTISING AGE 
reporter invited to cover the ses- 
sions and report freely on what 
transpired—were transported here 
from 3M’s home grounds in St. 
Paul on Thursday morning in 
company planes, picked up in sta- 
tion wagons at the Park Rapids 
airport, and delivered at Wonewok 
in time to settle in, get out of city 
clothes, have lunch—and settle 
down to four days of frank, open 
talk about advertising problems. 


s Minnesota Mining, the 3M com- 
pany, has been one of America’s 
outstanding growth companies. Re- 
cently it has taken to acquiring 
existing companies (two of its 
most recent acquisitions are Re- 
vere Camera Co. and Mutual 
Broadcasting System), but pri- 
marily the company has grown 
and expanded as the result of new 
product development engendered 
in its own laboratories. 

The company was originally 
completely integrated, but as new 
products have come out of the lab- 
oratory, have been tested and 
shown sales possibilities, company 
policy has been to cut them loose 


from central corporate manage- 
ment by attaching them to an ex- 
isting division, or by setting up an 
entirely new operating division, 
almost entirely autonomous, and 
functioning very much like an in- 
dependent company. In essence, 
3M functions like families in the 
animal kingdom: New products are 
conceived and nurtured by the 
corporation, then, as they show 
signs of growing up and becoming 
self-sustaining, they are sent out 
on their own. 


s Until last December, however, 
the company’s advertising opera- 
tions were conducted by a cen- 
tral advertising staff, with indi- 
vidual members of the staff as- 
signed to one or another of the 
divisions or subsidiaries (there are 
now 26 such divisions and sub- 
sidiaries.). At that time a reor- 
ganization was put into effect. 
The individual advertising man- 
agers and supervisors and their 
immediate assistants were put un- 
der the direct organizational con- 
trol of the division or divisions for 
which they worked; and early this 
year a new corporate advertising 
staff, functioning as a coordinating 
and service unit, was developed. 
George W. Sandell, a veteran of 
the 3M advertising department, 
was transferred from the post of 
general manager of Thermo-fax 
Sales Inc., to head up advertising 
activities as staff advertising ad- 
ministrator. 

The new setup—under which 
divisional advertising supervisors 
work directly for their divisions, 
but the central advertising staff 
maintains art supervisory serv- 
ices, display services and packag- 
ing supervision—left many areas 
of authority and coordination un- 
clear, and the primary function of 
the companywide advertising con- 
ference was to clarify points of 
organization and coordination, to 
develop closer ties between staff 
and divisional advertising adminis- 
trators, and between the various 
divisions, as well as to clarify the 
role and the position of all adver- 
tising people in the 3M organiza- 
tion. 


s The conference—which 3M ad- 
vertising ‘management hopes to 
continue semi-annually—was con- 
ceived by Mr. Sandell and put to- 
gether by a planning committee 
composed of Ed LeMay, staff ad- 
vertising services supervisor; 
George W. Crain, advertising man- 
ager, adhesives, coatings and seal- 
ers division; Charles Brandon, ad- 
vertising manager, abrasives and 
(Continued on Page 52) 


Hallmark Sets Three 
Color TV Dramas 
Climaxed by Opera 


Kansas City, Aug. 17—Hallmark 
Cards Inc. will sponsor three color 
tv dramas this year. 

“Shangri-la” based on James 
Hilton’s novel, “Lost Horizon,” 
will be presented Oct. 24. 

Shakespeare’s “Macbeth” will be 

given Nov. 20. The play about the 
king of Scotland was filmed on 
location in Scotland this summer, 
in the hope of catching the same 
scenes that Shakespeare had in 
mind when he wrote the play. 
Maurice Evans and Dame Judith 
Anderson will star in the produc- 
tion. 
. An original 90-minute Christ- 
mas opera, “Golden Child,” will 
have its télevision premiere as the 
December offering of the Hallmark 
Hall of Fame (NBC-TV) series, on 
Friday, Dec. 16. 

The December timing is expected 
to stimulate Christmas card sales, 

“Golden Child,” to be color taped 
in September, is the work of Paul 
Engle, Iowa poet, who wrote the 
libretto, and Philip Bezanson, an 
Iowa composer. Setting of the op- 
era is California during the gold 
rush of ’49. It is the story of an em- 
igrating Iowa family seeking refuge 
from a snowstorm on. Christmas 
Eve at Sutter’s Fort. 

“Golden Child” is the second 
original Christmas opera to be 
sponsored by Hallmark. The first 
was Gian-Carlo Menotti’s “Amahl 
& the Night Visitors,” whose pre- 
miere and four subsequent tele- 
vision performances were spon- 
sored by Hallmark between 1951 
and 1954. # 


Blair Joins ‘This Week’ 

James F. Blair, formerly with 
Wade Advertising Agency, Chi- 
cago, has joined This Week Maga- 
zine as manager of drugs and 
toiletries marketing. He succeeds 
William T. C. Huber, who resigned. 


Frederick Rice Opens Offices 

Frederick Rice, formerly adver- 
tising and sales promotion man- 
ager of Grand Auto Stores, has 
opened his own agency, Rice As- 
sociates, with offices at 1600 Tri- 
bune Tower, Oakland, Cal. 


Ziff-Davis Boosts:Housman 

Ziff-Davis Publishing Co. has 
named Charles Housman to ,the 
new post of financial vp. Mr. 
Housman is a member of the board 
of the publishing company. 
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From left to right in 
the picture at the top 
of the page are: Leo K. 
Bishop; Dr. Louis L. 
Mann, rabbi, Chicago 
Sinai Congregation; 
Archbishop Bernard J. 
Sheil, auxiliary bishop 
of the Roman Catholic 
Archdiocese of Chi- 
cago; and Dr. Archi- 
bald Carey, Jr., 
minister of Quinn 
Chapel and chairman 
of the President's 
Committeeon Govern - 
ment Employment 


Policy. 


Who reads 
CHICAGO'S AMERICAN? 


£ =i 


; ~ 


“In my job as vice president of the central division of the 
National Conference of Christians and Jews, I work with 
religious leaders, such as Archbishop Bernard J. Sheil, Dr. 
Louis L. Mann and Dr. Archibald Cary, Jr., to build a better 
understanding between peoples of all races and creeds. 


“We are all impressed with the AMERICAN’S excellent 
editorial and news treatment of our aims and activities. 
CHICAGO’S AMERICAN is one of the major forces helping 


to create a society without discrimination in our city. 


“Yes, Iread the AMERICAN! And so do Archbishop Sheil, 
Dr. Mann and Dr. Carey.” 


LBL 


CHICAGO’S AMERICAN 


WwW ALY OWNED SUBSIDIARY OF THE TRIBUNE COMPANY. CHICAGO, ILLINOIS 
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ABC Radio Drops 
$800,000 in Billing 
on Religion Shows 


(Continued from Page 2) 
Class” and “Herald of Truth” 
have had a two network spread. 

In letters to the canceled reli- 
gion shows, ABC said only that it 
regretted it was necessary to ex- 
ercise the 30-day right of termin- 
ation of the contracts. The net- 
work did not give a reason for the 
action. 

Robert Pauley, vp in charge of 
the ABC radio network, told Ap- 
VERTISING AcE that the network 
decided to reduce the number of 
religious shows and to leave the 
afternoon free for stations to pro- 
gram because it did not feel that 
the poorly cleared shows served 
the public interest. Other factors as 
well as clearances were weighed 
in deciding which shows to cancel. 
But merit of the program content 
was not a consideration, he said. 

Religion, which ABC says brings 
in net billings of about $2,600,- 
000 annually, is the largest single 
sponsor category at ABC. Mr. 
Pauley indicated that there are “no 
plans at the present time” to 
eliminate paid faith programming 
altogether and concentrate on 
sustaining religion programs. He 
said the network feels it has a 
definite obligation—to the audi- 
ence and to the adertisers—to 
accept this type of business if the 
programs have station and public 
acceptance. Several sustaining re- 
ligious shows will continue. 


s ABC also has been cutting back 
on paid religion on its owned 
radio stations. There are no shows 
of this type on WXYZ, Detroit; 
KQV, Pittsburgh, and WLS, Chi- 
cago, which used to carry about 22 
hours a week. In mid-September 
WABC, New York, which is almost 
solid religion all day Sunday, 
mainly sponsored, will drop all 
paid local religious shows. The 
station will clear for the shortened 
list of network programs and it 
will set aside 90 free minutes 
every Sunday to be shared by 
Roman Catholics, Jews, Protes- 
tants and Evangelicals. This move 
will reduce the Sunday religious 
time on WABC from about 13 
hours to some 7% hours, which 
Hal Neal Jr., manager of the sta- 
tion, said is about twice the 
amount programmed by any other 
major station in New York. 


= The National Assn. of Evangeli- 
cals in Washington has noticed a 
growing trend in recent years on 
the part of stations toward cur- 
tailment or elimination of their 
paid religious broadcast schedules. 
There is a sharp divergence among 


‘SEP’ KICK-OFF—This is a first of a series of ads The Saturday Evening 

Post has scheduled to build audiences for the new Independent Tele- 

vision Corp.-Post film series, “Best of the Post,” which is going into 

syndication this fall. This copy will run Aug. 27 in Select-A-Market 
regional issues. 


Coming Soon 
On Television 


a een oa 


‘BEST 
POSIT" 


Seen on America's "BEST" Stations 


the Protestants, who make up this 
body of broadcast business, as to 
whether broadcast religion should 
be sponsored or carried free by the 
radio and tv stations as a part of 
their public service to the com- 
munity. The National Council of 
Churches supports the theory of 
free time, while Evangelicals feel 
that high quality religious pro- 
grams should be acceptable on a 
paid basis. 

A great many of the programs 
now on the air feature ministers 
and speakers who do not appear 
to be associated formally with any 
specific church or denomination. 
Most of the church broadcasters 
make regular appeals to listeners 
for donations to keep the programs 
going. These appeals, which sor 
times in the slow summer moriths 
take on a note of near desperation, 
are frequently accompanied by 
offers of free picture books on 
Africa, religious calendars, records, 
inspirational talks, pictures and 
other such write-in come-ons. 


es With ABC’s fall cutback on 
sponsored religion, Mutual will 
move into the top spot as the net- 
work with the most shows—ten— 
in this category. Approximately 
300 to 310 stations clear for these 
MBS shows. NBC, which some 
years ago lifted its ban against 
this type of billings, carries nine 
religious shows—five of which are 
sponsored. CBS will not accept 
this kind of business. 

Preachers who have lost their 


time spots on ABC may try for 
clearances on a spot basis. Swan 
& Mason already has started to set 
spot schedules in the 29 markets 
where Oral Roberts is aired on 
ABC. In New York, this broadcast, 
which has a spot radio lineup of 
nearly 230 U. S. radio stations as 
well as a_ sizable tv hookup, is 
heard over WINS as well as 
WABC and WWRL, to reach the 
Spanish-speaking population. The 
Roberts’ agency prefers Sunday 
morning clearances. + 


Metalworking = 
oe . 


NEW OUTDOOR USER—McGraw-Hill’s American Machinist/Metalwork- 
ing Manufacturing contracted for a No. 25 showing of 24-sheet post- 
ers like this in Chicago for 30 days starting Aug. 15. The 50 posters 
are clustered around the International Amphitheatre where the Ma- 
chine Tool Exposition will be held for the two weeks following La- 
bor Day. Two other metalworking shows will be held at the Coli- 
seum and Navy Pier. Other posters are near railroad stations, air 
terminals and in the Loop. Some 4,000 prospects received a minia- 
ture poster. The showing was arranged through General Outdoor 
Advertising Co. and Van Brunt & Co. 
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Stockholders Sue 
Chrysler; Company 
Sues Supplier 


Derrorr, Aug. 17—Chrysler 
Corp., which has been under fire 
from several unhappy stockhold- 
ers for some weeks, has become 
involved in two law suits, one 
brought by three stockholders 
against the car maker, the other 
instituted by Chrysler against two 
of its suppliers. 

e Chrysler today filed suit here 
in Wayne County circuit court, 
seeking to recover profits and 
“other gains” alleged to have been 
made by Ben Stone, a partner of 
former Chrysler president Wil- 
liam C. Newberg in two companies 
which supplied parts to Chrysler. 

Mr. Newberg resigned two 
months ago (AA, July 4) after 
agreeing to return to Chrysler 
more than $450,000 in profits 
which he made as a partner in the 
two companies—Press Products 
Inc. and Bonan Co. 

e Three stockholders—Sol A. 
Dann and Karl S. Horvath, both of 
Detroit, and Samuel S. Schwartz- 
berg, of New York—brought suit 
against Chrysler, its directors and 
officers, and supply companies last 
weekend in Delaware chancery 
court, Wilmington. The suit charg- 
es mismanagement, and seeks an 
accounting of alleged profits which 
defendants made in return for ex- 
clusive contracts with suppliers. 

e Already pending in a New York 
court is a suit brought by Robert 
Markewich, another stockholder, 
which is up for hearing Aug. 22. 

Although the Delaware court 
refused to allow anyone other than 
stockholders and lawyers to exam- 
ine the Dann suit, ApvERTISING AGE 
learned that 27 Chrysler directors 
and officers and 13 suppliers were 
named as defendants. 


= Among the defendants in the 
suit were Jack W. Minor, director 
of marketing of Chrysler Corp.’s 
Plymouth-De Soto-Valiant divi- 
sion, and Arthur Cerre Co., De- 
troit, a sales promotion and adver- 
tising materials company. The suit 
charged that Mr. Minor had an in- 
terest in the Cerre company, and | 
that he pressured Chrysler dealers 
to buy display materials from 
Cerre. 

Contacted in Philadelphia, Mr. 
Minor told AA the allegations are 
“absolutely false.” He maintained 
that he has never owned an inter- 
est in the Cerre company or had 
any connection with it. 


s Two weeks ago Mr. Minor con- 
firmed to AA that he owned in- 
terests in a taxi advertising com- 
pany and a screen processing com- 
pany which did business with 


Advertising Age, August 22, 1960 


‘Poultry Board Ads Aimed at Docs, Dietitians 


| 


Cuicaco, Aug. 18—The Poultry 
| & Egg National Board will begin an 
advertising campaign next month 
| to present information on the nu- 
| tritional value of eggs to profes- 
sional groups. 

Lloyd H. Geil, general manager 
of the board, said the ads will run 
in publications going to doctors, 
nurses, nutritionists, dietitians and 
other medical specialty groups. 

The board said the campaign is 
the result of recent publicity being 
given to cholesterol, a substance 
which is found in egg yokes as well 
as a variety of other foods. Some 
sources have indicated that choles- 
terol is an important factor in 


FTC, Lever Talk 
About Tile Used 
in Pepsodent Ad 


(Continued from Page 2) 
been arranged, FTC would have 
produced witnesses to establish 
the exact nature of the tile used 
for the Pepsodent commercials. 


s After the one-day hearing in 
Washington last May, FTC had 
staged a “crash” investigation to 
locate the Pepsodent “tile.” Un- 
able to obtain the exact tile, FTC 
investigators tracked down the 
supplier. By tracing invoices, they 
established to FTC’s satisfaction 
that the actual plate used by Pep- 
sodent was an object which Mr. 
McManus described as a “flat 
glass plate.” 

In the commercials which have 
been challenged in the complaint, 
a laboratory technician applies 
smoke from a smoking machine to 
the surface of an enamel plate. As 
the Pepsodent is brushed across 
the surface, he explains, “See? The 
smoke stain is gone where we used 
Pepsodent. Yes, Pepsodent re- 
moves even yellow smoke stain, 
perhaps the hardest of all stains to 
remove.” 

A second stipulation arranged 
this week involved testimony by 
William H. Bambrick, Foote, Cone 
& Belding vp, who was named a 
party in the complaint. Lever 
sources said this stipulation deals 
with a description of the duties of 
an account executive. # 


‘Roanoke Times, World News’ 
Sponsors R.O.P. Color Forum 
“A Call to fhe Colors,” consisting 
of talks by color authorities, ex- 
hibits, displays, costuming, models, 
sales material and a newspaper 
color edition, recently was held by 
the Roanoke Times and World- 
News, Roanoke, Va. The forum was 
designed to acquaint advertisers, 
agencies and businesses with the 
r.o.p. color service the Roanoke 
newspapers will start Sept. 1. They 
have offered spot color since 1957. 


Chrysler. 

However, Mr. Minor pointed out 
that Chrysler knew of his inter- 
ests in the two companies and 
had no objection to the arrange- 
ment (AA, Aug. 8). + 


POST-ORIENTED—This is the opening 
page of GF’s “Dessert Mixology.” 


‘to Offset Effects of Anti-Cholesterol Talk 


heart disease. 

“Though the problem of what 
really causes heart disease may not 
be settled for years,” the board 
said, “the fact that cholesterol has 
been accused, and that egg yolk 
contains cholesterol, has influenced 
many physicians not only to stop 
eating eggs themselves, but also to 
advise their patients not to eat 
them.” 

The board conducted a special 
campaign among members to raise 
funds for the ad drive, which is 
expected to run a minimum of 
three years. Mr. Geil said the 
amount to be spent and the publi- 
cations to be used were not yet set. 

L. G. Maison & Co. is the agen- 
cy. # 


Consumer Contest 
to Push Kool-Aid 


Cuicaco, Aug. 18—General 
Foods Corp. will promote Kool-Aid 
this fall with a jingle contest in 
which the winner will receive 
prizes every month for a year. The 
contest opens Sept. 6 and ends Oct. 
31, promoting a product which 
used to be thought of primarily as 
a hot-weather seller. 

The top prize winner gets his 
choice of 12 out of 24 merchandise 
prizes, including a 1960 station 
wagon, 25’ cabin cruiser, a 19’ 
automobile trailer, a 28’ swimming 
pool, a six-piece electric kitchen 
and a full-length mink coat. 

The winner will also get a $5,- 
000 cash bonus if his entry is ac- 
companied by three Kool-Aid en- 
velopes. The next 500 winners will 
receive wrist watches. 


The contest, involving a two- 
line jingle, will be advertised in 
Sunday supplements, on radio and 
tv and at point of sale. A full- 
page comics-style ad will run in 
Sunday comics sections of Metro, 
Puck and independents. 

Tv commercials are scheduled 
on “Celebrity Talent Scouts,” “My 
Friend Flicka,” “Rin Tin Tin” and 
“Rocky & His Friends” (ABC-TV). 
On radio it will be the “Breakfast 
Club” (ABC). 

The contest advertising is in 
addition to Kool-Aid’s regular fall 
and winter campaign running in 
Ebony, Everywoman’s Family Cir- 
cle and Life from August through 
March. 

Foote, Cone & Belding is the 
agency for Kool-Aid, a product of 
the Perkins-S. O. S. division of 
General Foods. 


GF AIMS DESSERT MIX 
AD AT MILITARY WIVES 

New York, Aug. 16—Generail 
Foods Corp. sets a number of 
marks with a 12-page four-color 
insert running in the August over- 
seas military edition of the Read- 
er’s Digest. © 

Called “Dessert Mixology,” the 
insert features some 25 different 
recipes utilizing a host of GF 
products. Copy is angled specifi- 
cally toward military wives. 

In addition to the products, the 
ad promotes the “General Foods 
Kitchens Cookbook.” 

The insert represents: 


e The first recipe ad in detach- 
able form to run in this Digest 
edition. 

e The first ad to feature product 
advertising for four GF divisions. 
e The first food product ad of its 
kind designed specifically for U.S. 
service personnel overseas. 


s Use of “dessert mixology” 
points up the importance the over- 
seas military market has assumed. 
GF now reportedly does more 
than $5,000,000 business annually 
in this market. 

Young & Rubicam is the agency. 
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From “MUSSOLINI” in the August 30, 1960, LOOK 


“Judas” to his fellow Socialists... 
puppet to Adolf Hitler... 
‘“back-stabber” to Franklin Roosevelt... 
egotist, bully, mountebank... 

this was Il Duce—Benito Mussolini. 
Now, from his private papers, 

the untold story of this complex man 
who ruled Italy for 21 years— 

this blacksmith’s son who was 

poet, novelist, journalist 
before he found his calling 
as dictator. Fascism’s 
bitter lesson gains meaning 


in the story of the world’s first fascist... ? 
in the current LOOK, the exciting story of people. 
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NIELSEN'S — 
EXPANDED 
SERVICE 


The Nielsen 24 Market TV Rating, one of the tele- 
vision industry’s most useful audience rating tools, 
is now available in 50 markets as well. The broader 
base is obviously important in itself; but as a side- 
light, it also provides an intéresting insight into 
the 24 Market ‘Report. In the first of these pairs 
of surveys, the figures were almost identical! We 
at ABC Television are pleased to have this new 


market rating tool available; as pleased as we are 
to show up so well in it. 
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ABCS 
EXPANDED 
CHEST 


The first Nielsen 50 Market TV Report shows ABC 
way out front. The same story you’re familiar with 
if you’ve been reading your 24 Market Reports. In 
either study, ABC-TV holds its lead securely. In 
fact, in the two weeks just averaged, ABC was 
first on four nights, 3 Network Share of Audience™ 


second on three. And | ABC-TY | 37.2 


never third. Of course 


we’re proud and NET Y 34.8 
happy. As we imagine NET Z 27.9 


our sponsors must be. 


* Source: Nielsen 50 Market TV Report, average audience, for two weeks ending July 10th, 1960, 14 nights 
from 8:00 to 10:30 P.M. Sunday through Saturday 
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The Editorial Viewpoint... 


The Single Rate Situation 


No one whose primary interest lies in the national advertising field 
can be expected to react with anything but agreement to the Station 
Representatives Assn.’s effort to encourage a single rate among radio 
and television stations. Elimination of a dual or triple system of rates, 
applying to local as distinguished from national advertising, would 
enormously simplify the entire advertising business. 

If the idea can be sold to newspapers and other media as well as to 
radio and television stations, a good many problems which now harass 
both buyers and sellers of advertising will tend to disappear. And 
while we have no illusions that a single rate in all media is likely to 
prevail in the near future, we must profess to be encouraged by the 
trend toward elimination—or at least minimization—of rate differen- 
tials. 

As the Station Representatives Assn. pointed out in its letter: 

“The reasons supporting the distinction between ‘retail’ and ‘gener- 
al’ rates which prevailed years ago no longer exist. National corpora- 
tions nowadays do business in every locality. Their presence in every 
field of local business makes the demarcation between ‘retail’ and 
‘general’ extremely hazy and difficult to define equitably. Agencies 
and their clients understandably express concern over ,the incon- 
sistencies and injustices of unlike charges for like services in any me- 
dium in which these inequities occur, whether in radio, television or 
newspapers.” 

There is a good deal of truth in this assertion. When the concepts of 
“retail” and “general” were first established, the distinctions between 
the categories were usually clear and sharp. But in the passing years, 
the images of both have become greatly blurred, and endless argu- 
ment and discussion seem to take place. 

Perhaps the greatest good to advertising would come from a single- 
rate structure, and with all advertising equally commissionable to 
advertising agencies. Under such a system, retail rates would un- 
doubtedly have to be raised, but making them commissionable to 
agencies generally would indisputably tend to raise the general level 
of retail advertising—and this is devoutly to be wished. 


That Retiring Columnist 


When Rod Erickson came out from behind his cloak of anonymity, 
exposed himself as ADVERTISING AGE’s “Eye & Ear Man,” and said he 
was retiring as a columnist because the television business had pretty 
much settled down as a business, he not only acted unconventionally, 
but he brought on what might be called collateral problems. 

A number of people suggested that Mr. Erickson was being unduly 
alarmed about the lack of things needing attention, and more than a 
few volunteered their services as successors to Mr. Erickson. 

Others, somewhat more acid in their reactions, suggested that Mr. 
Erickson’s action was noble in the extreme—and why didn’t a few 
other Feature Section columnists join him in his inspiring march to 
oblivion? None of them was so crude as to name names in this re- 
gard, but their sincerity could scarcely be doubted. 

So perhaps we ought to emphasize again thai the motley collection 
of regular contributors to AA’s Feature Section represents all shades 
and degrees of opinion on almost any conceivable subject connected 
with advertising and merchandising. We don’t expect them to agree 
with each other ...and mostly they don’t. They write to encourage 
independent thought, to stir the brain cells, and not necessarily to 
secure agreement. 


Why Do This Sort of Thing? 


Perhaps our personal experience in this instance is unusual, and 
then again, perhaps it is not. At any rate, we have heard an astonish- 
ing amount of discussion of the phrase Chevrolet is using on radio 
and television—and perhaps elsewhere—with reference to Corvair. 

Corvair is being described as “the best seller’s car of the year.” 
This presumably means that Chevrolet is the “best seller” and Cor- 
vair is its “car of the year,” a distinction conferred by a motor mag- 
azine. 

Whatever the phrase is supposed to mean, the discussion we have 
heard of this phrase has universally indicated that listeners—and es- 
pecially radio listeners—believe it is purposely designed to mislead, 
and to make listeners mistake it for a claim that Corvair is the best 
selling car of the year. 

We don’t believe this at all. We suspect that no such mishearing 
was intended. We think instead that someone was entranced with the 
phrase, considered it cute and memorable, and let it go. 

We're sorry they did, and we hope they remove it. Because it is this 
sort of cuteness in phraseology which leads too many people to say, 
“See, didn’t I tell you about these slick hucksters?” We should add, 
probably, that the actual message, with very little likelihood of mis- 
conception, seemed to come through on the most recent tv commercial 
we saw. It is on radio, where a condensed version appears, that the 
greatest danger of misunderstanding seems to arise. 


the beautiful receptionist 


Gladys 


—Milt Riback, Milt Riback Public Relations, New York. 
*.. . but our toothpaste account exec was crestfallen at the ADA 
announcement.” 
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What They're Saying... 


Information, Not Entertainment | 63% increase against 6%. Look at 

We [newspaper] editors should |the magazine figures, the swelling 
take the hint. As a medium for | Niagara of dimes and quarters that 
titillating citizens who seek only |go for magazines that inform. Look 
diversion, television has us backed at the galloping invasion of the 
against the wall. If we only do) double-dome volumes on the pock- 
badly what tv does well we are et book racks. 


headed for trouble. | Time is with us, gentlemen. The 


ened why play the other man’s | growing thirst for information fits 
game? Why not perfect our tech- | our business perfectly. It is only if 


niques for recording the swift | we cling to obsolete theories of 
march of history, for explaining | 


the new world of science, for re- [uchas hers pubic ae anes 
ducing complicated political issues | “"#* Se wee . a 
to plain and clear dimensions? The | litzer and died we the on « 
public wouldn’t understand? Ba- | Hearst, that American journalism 
loney! Look at the circulation fig- | Will decay. 

ures once again, contrasting broad-| Jenkin Lloyd Jones, editor, Tulsa 


| Tribune, speaking at a meeting of the 
ly two classes of newspapers. National Newspaper Promotion Assn. 
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Rough Proofs 


| Harper’s Bazaar says the way for 
ja gal to look is “vivid, vital, vi- 


| brant.” 


But she has to decide just what 
she’s going to vibrate to. 


Chicago’s “dream” football game 
between the pro champs and the 
college all-stars would be a lot 
}more exciting if the Baltimore 
|Colts and Johnny Unitas didn’t 


make it look quite so easy. 


“It’s so nice to have a cake 
| around the house!” exclaims Betty 
| Crocker. 
| And all the kids agree it’s so nice 
to get around one. 


| e 


The motor car makers have 
|hitched their wagons to a star, 
/meaning their station wagons, with 
|the star represented by fast-grow- 
|ing Suburbia. 

. 

Kohler says parents agree “It’s 
\the most” to have a second bath- 
room for their favorite daughter, 
and bathroom emancipation for 
| themselves. 

| The first emancipation, of course, 
|;comes with getting that second 
‘telephone. 

| 

American tourists in Europe 
| were caught again by strikes which 

| held up sailings of two big Cunard 

liners, but you can’t discourage our 
free-spending travelers with a few 
| inconveniences like that. 


* 

Pall Mall makes it easy for the 
members of the creative staff of its 
agency—they just keep repeating 


the commercials over and over on 
tv and in print. 


“We even call in experts, ages 6 
| to 12, to try new forms, new shapes, 
|new flavors,” explains General 
| Foods. 

| Now there’s a consumer panel 
|that will really cooperate enthus- 
iastically. 


Miss Clairol offers that “fresher- 
than-springtime” look to ladies in- 
terested in a new hair color, and 
maybe it will turn out to be even 
younger than springtime. 


“Do you sin when you speak?” 
asks a magazine advertiser, wag- 
ging a warning finger at those who 
aren’t sure of their grammar. 

The size of the sin depends on 
who’s writing the rules. 


Abe Schrader, that talented fel- 
low, is described as an authority on 
art and women. 

With that equipment, he couldn’t 
help being a success in fashion de- 
sign. 

* 

“Color so delicious, you almost 

want to do the dishes,” says Rub- 


bermaid of its dishwashing team. 
“Almost” want to, but not quite. 


Saraka’s promise is so flattering 
as to be practically irresistible. It’s 


\for “today’s younger men and 
women over 45.” 
Copy Cus. 
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more 


readers 
in 


the 


booming 


blooming 
suburbs 


| 


oe 


The suburbs account for the biggest share of Delaware 
Valley’s sales .. . 71% of the automotive, 76% of the lumber 
and building supplies, 65% of the food store sales. And it’s 
in the busy-buying suburbs that The Daily Inquirer reaches 


‘i 30% more adult readers than the major evening newspaper!* 


*Source: ‘'Philadelphia Newspaper Analysis’’ by Sindlinger & Company Inc. 
Highlights available on request. 


NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


So, if you want to sell more where they’re buying 
more—put your advertising in The Inquirer! 


The Philadelphia Inquirer 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES. 


155 Montgomery St. 
Garfield 1-7946 


ation 


LOS ANGELES ‘ 
FITZPATRICK ASSOCIATES ': 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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SPORT 
BRINGS OUT 
THE BEST 
IN PEOPLE 


and Sports Illustrated 
brings out the best of people 


—900,000* active families of them every 
week. They wouldn’t be reading a sports 
magazine if they weren’t active people. 
And such people simply have more needs 
and more opportunities to get around; 
to entertain their many friends; todrive 
their cars; to go places; to sail and golf 
and ski in friendly competition; to keep 
fit; to dress up in their best. For active 
people make active markets. It stands to 
reason that you sell Sports -: 
more to people who {LLUSTRA 

do things. That’s why _ 
advertising looks 
right, feels right, 
is right in SPORTS 


ILLUSTRATED. 
*950,000 effective January 1961 


ACTIVE PEOPLE MAKE ACTIVE MARKETS 
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ge Xs 


that meet the Challenge 
of the 


‘60... 


OT is Soren 


. for a breakthrough 
in radio-electronic devices 


Another electronic problem solved: hybrid travelling- 
wave tubes, for high-power pulsed amplification, can now 
have the gain variation adjusted with frequency to suit 
the designer. Dr. E. J. Nalos’ paper describing how this 
is done has won him the 1960 W.R.G. Baker Award, for 
the best paper to appear in IRE’s Transactions of the 
Professional Groups. IRE is proud to honor Dr. Nalos. 
and to salute all who, in this challenging decade, work 
for the advancement of electronics and apply it to the 
betterment of our lives. 


Your company, too, has to meet the challenge of the "60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man’’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read Proceedings every month—ACT on what they read. 
Present your company’s facts in Preceedings—and watch the 
reaction! 


as | 


HowrngteMnds (RE remembers the MAN 


E. J. Nalos 


For a share in the present, and a stake in the future, make your product NEWS in 


Proceedings of the IRE e The institute of Radio Engineers 


Adv. Dept. 72 West 45th St., New York 36,N. ¥. ©  MUrroy Hill 2-6606 BOSTON + CHICAGO + MINNEAPOUS * SAN FRANCISCO * LOS ANGELES 


surrounding counties. 


b ted N 


Granted that there’s more 
than one way to persuade a 
prospect. But if you sell 

to the mass market we 
recommend TV...and we 
recommend a station that 
lies close to the hearts of its 
audience because of its years 
of careful programming 

; to the needs of its region. 
KOIN-TV is that station 
in Portland, Oregon, and 
32 rich surrounding 
counties. Check Nielsen 
for proof.* 


OON TV 


PERSUADES 
PEOPLE 


PORTLAND 


Highest ratings and widest coverage . 
7 of every 10 homes in Portiand ond 32 


KOIN-TV * Channel 6, Portland, Oregon 
One of America's Great Influence Stations 


Pp Nationally by CBS-TV. Spot Sales 


bere 
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Getting Personal 


Edward Codel, vp of the Katz Agency, New York, and Haydn R. 
Evans, general manager of WBAY-TV, Green Bay, Wis., don’t care 
how far they have to go for good fishing. They left Aug. 13 from 
Minneapolis to fly 700 miles deep into the Canadian wilderness for 
a week of fishing on Reindeer Lake—on the fringe of the Arctic 
Circle. Those fish had better bite... 


Robert Bendick, an exec producer at NBC-TV, was the hero in a 
tv-type tragedy which was, however, only too real. He rescued two 
teen-age girls clinging to a capsized motorboat in Long Island 
Sound, Aug. 10. The girls, barely conscious, had clung to the nearly 
submerged bow for four hours; four members of their family were 
drowned. Mr. Bendick, former producer of the “Today” show, was 
returning from Cape Cod on Garry Moore’s yawl, “Redwing,” which 
Mr. Moore had loaned to the Bendicks for their vacation . . . 


Roger Fawcett, vp and general manager of Fawcett Publications, 
is back in the sport news. This time he accomplished the unusual in 
trapshooting by winning the New York State tournament handicap 
as well as the high over-all scores... 


Stevens Vidal Mateos 


Cossio 


HONORS—Byron Stevens, board chairman of Hanson & Stevens Inc., 
Chicago advertising agency, recently presented an honorary mem- 
bership in the Elmhurst, Ill., Philatelic Society to President Adolfo 
Lopez Mateos of Mexico. At the presentation were Rafael Murillo 
Vidal, Post Office director, and Jose L. Cossio, prominent Mexican 
stamp collector. Mr. Stevens, founder and president of the Elmhurst 
Philatelic Society, helped institute a friendship stamp for the U. S. 
and Mexico, which will be brought out Sept. 16, Mexico’s Independ- 
ence Day. 


Romance has finally merged the gap between the editorial and 
sales departments of ADVERTISING AGE, culminating in an Oct. 15 
wedding date for Helen Conlin of AA’s Chicago editorial staff and 
Jack Barnett of the Chicago sales staff... 


It will be an October wedding for Diana Wilkinson and M. 8S. 
“Bud” Rukeyser Jr. The bride-to-be works for the New York office 
of the Australian Broadcasting Corp., buying American tv shows 
for presentation in Australia. The groom-to-be is manager of busi- 
ness and trade publicity at NBC... 

Ed Kobak, business consultant, radio station owner and former 
Mutual network president, is recuperating at home after a ten-day 
sojourn in the hospital with a bleeding ulcer... 

D. Robert Parman, senior vp of Ted Bates & Co., has been elected 
to the board of directors of the National Multiple Sclerosis Society. 
He is also chairman of the New York county chapter... 

It’s a girl, Alexandra Marie, for Herbert Hahn, vp of American 
Broadcasting-Paramount Theaters Inc., New York. She was born 
Aug.8... 

Frank M. Folsom, board chairman of Radio Corp. of America, has 
been named to receive the annual Cardinal Newman Award for his 
service to Newman Clubs. The clubs are for Catholic students at- 
tending non-Catholic colleges and universities .. . 


Tom Mason, with Geyer, Morey, Madden & Ballard, New York, 
was Dublin-bound this month squiring his aunt, Mrs. W. Joyce, and 
mother-in-law, Mrs. M. Walsh, who are visiting their native land 
for the first time in 30 years... 


Sorel Rossinoff, of the Al Paul Lefton ad agency, New York, and 
Earl Steinman plan a fall wedding... 


Thomas MacBurney Jr., of the Los Angeles office of Adams & 
Keyes, became a father for the second time with the arrival of Car- 
olyn Louise Aug. 7... 

Double-take—Richard Needham, vp of Needham, Louis & Brorby, 
Chicago, got his second hole-in-one at Onwentsia Country Club. He 


got the first one five years ago on the same hole, with the same 
club... 


Gould Kardashian, Chase-Manhattan vp in charge of new business 
and marketing, was named chairman of the Just One Break division 
of the Admen’s Post #209 of the American Legion. JOB is a non- 
profit organization which places the handicapped in industry .. . 


Nate Tufts, vp and manager of the Los Angeles office of Johnson 
& Lewis ad agency, and his son, Jeffrey, underwent surgery on Aug. 
3 and 5, wound up sharing the same room at St. Joseph’s Hospital, 
Burbank ... 


Ex-adman and former AA feature section contributor Walter 
O’Meara has a new book out, “The Savage Country,” lusty tale of 
fur trading .in Canada in the 18th century, published by Houghton 
Mifflin. Mr. O’Meara’s “The Grand Portage” was a recent best-sell- 
ing novel... 
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Requisitioned . . . recommended 
..- approved ... specified... 
called local office. These are 
buying actions which _ 

typically result from buyers’ use 
of manufacturers’ catalogs in 
Sweet’s Files. 26,000 buyers’ 
responses to more than 80 
studies clearly document the 
significant role of catalogs in 
increasing selling opportunities 
for manufacturers who employ 
Sweet’s system. Your Sweet’s 
Representative will gladly review 
the results of these studies with 
you. Call him or write to 
Sweet’s Catalog Service, Div. of 
F. W. Dodge Corp., 

119 W. 40th St., New York 18. 
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WANT MORE 
CUSTOMERS IN 


PORTLAND... 


(OREGON) 


Per cent of families reached 2 


LOOK 


12% 


LIFE 


14% 


Sak 


READER'S DIGEST 29% 


14% 


PARADE 


(METROPOLITAN COUNTY AREA) 


ty 


59% 


The things people of Portland read about in the PORTLAND OREGONIAN 
and PARADE on Sunday, move off the shelves on Monday and all week long! 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 
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Car Makers Plan 
to Put $80,000,000 
Into Network TV 


Detroit, Aug. 16—With virtually 
all commitments made, it looks as 
if the automobile manufacturers 
are going to pick up a tab of over 
$80,000,000 for television entertain- 
ment on the networks during the 
coming season. 

This does not include network 
national and regional spot commer- 
|cials, which added another $12,- 
| 143,000 in 1959, according to the 
| Television Bureau of Advertising. 
| Advance bookings for General 
Motors tv in the 1960-61 season are 
| up in cost and in number of shows. 
|The company has 176 program 
|hours scheduled, which will cost 
| $48,466,000. It spent only $33,856,- 
000 last season. 


a While GM has expanded, Ford 
and Chrysler have lowered their 
tv budgets. Ford will put out $17,- 
674,340 for 82 hours, where last 
year it spent $21,676,000. Chrysler 
has contracted for 67 program 
hours costing $13,020,400 this year, 
as against $14,441,000 last year. 

The total on tv for all the auto 
companies stands at about $10,000,- 
000 more this year than last. 


= General Motors is said to be 
reaching for maximum circulation 
and a wider spread of entertain- 
ment this year, as contrasted to a 
former policy of buying big name 
stars and costly specials. Gale 
Smith, who came to General Mo- 
tors from Procter & Gamble a year 
ago last spring as tv advisor to the 
various GM divisions, appears to 
prefer the b&w mass coverage 
shows, as against more costly color 
spectaculars. : 

American Motors has not been 
in tv heavily since it gave up the 
Walt Disney program, except for a 
few exposures on NBC’s “Journey 
to Understanding” last spring. AMC 
said, however, that it expects to do 
quite a bit with tv spots in the 
coming season and may add a cou- 
ple of documentary specials. 

Studebaker-Packard is expected 
to continue to confine itself to the 
“Jack Paar Show” and some spot 
tv. The Paar show participations 
cost the company $750,000. 


= NBC is continuing to get the 


total—about $44,500,000. ABC will 
take in $20,728,000, while CBS will 
get about $15,173,000. 

Dinah Shore is the highest single 
figure earner, costing Chevrolet 
$13,000,000 for full sponsorship of 
one hour per week, but the swing 
to parttime participation in more 
shows is noted. This has been par- 
ticularly encouraged by ABC, with 
a lot of new b&w shows in its port- 
folio. 

Pontiac, which has spent most of 
its money lately on spectaculars on 
a one-a-month basis, is going to 
take ABC’s “Surfside Six” this 
year. Oldsmobile has bought a part 
of “Michael Shayne” and Chevrolet 
is into “Route 66” on CBS and “My 
| Three Sons” on ABC. Chevrolet 
alone will expend close to $25,000,- 
000 in tv. 

Oldsmobile also will present a 
part of ABC’s “Hawaiian Eye,” and 
pick up part of the tab on the 


covering viewing of the World Se- 
ries and the Rose Bowl and Blue- 
Gray football games. 


. United Motors and AC spark 
'plug divisions of General Motors, 
while. not strictly classed as auto 
makers, have agreed to spend $3,- 
789,000 to participate 


“Cheyenne” and “Naked City.” 


largest share of the auto tv dollar | 


sports program General Motors has | 
ordered for a little over $3,000,000, | 


~ 


Advertising Age, August 22, 1960 


Oldsmobile also is in the sports 
picture on its own, with a Bing 
Crosby golf tourney, which will 
cost $232,000, and two one-hour 
specials with Bing (not playing 
golf) which will cost about $944,- 
000. 

General Motors has one institu- 
tional Danny Kaye special, his first 
tv show, which will cost $500,000. 
Buick is the one GM division still 
going strong on specials, again hav- 
ing booked Bob Hope for eight 
hour-long appearances, at a cost of 
$4,400,000. Pontiac will go for two 
specials, featuring Victor Borge 
and John Wayne, to cost about 
$950,000. 

Ford division continues with 
Tennessee Ernie Ford, keeping his 
full half hour each week at a cost 
of $5,875,000, and with alternate 
hours on “Wagon Train” for $4,- 
808,000. The Ford Motor Co. is 
spending $817,000 for the CBS Leo- 
nard Bernstein shows. Lincoln- 
Mercury is taking up the half-hour 
Alfred Hitchcock mysteries, which 
will shift to a new NBC berth. 
These will cost $6,084,000. 


®s Plymouth division of Chrysler 
will have 26 full hours of Garry 
Moore for the first time, at a cost 
of $5,585,400. It did not renew 
Steve Allen. Another big-timer ab- 
sent from the auto shows so far is 
Pat Boone, who was with Chevro- 
let last season. 

Dodge division of Chrysler is re- 
taining Lawrence Welk’s music 
program, but only on an every- 
other-week basis, and will spend 
$3,894,800 for him on ABC. Plym- 
outh also has alternate weeks of 
CBS’s “Mr. Garland” for $2,852,000. 
Chrysler Corp. is counting heavily 
on two specials by Fred Astaire on 
NBC, to cost $760,000. # 


Dow Chemical Promotes Two 

Dow Chemical Co., Midland, 
Mich., has promoted Byron E. 
Ellis to manager, consumer prod- 
ucts advertising and named W. F. 
Richards manager, industrial and 
farm products, which includes gen- 
eral chemicals, plastics, magnesi- 
um, metal products and agricul- 
tural chemicals. Mr. Ellis formerly 
was general chemicals advertising 
supervisor; Mr. Richards previ- 
ously was advertising supervisor 
for magnesium, metal products 
and agricultural chemicals. The 
realignment follows recent reor- 
ganization of the sales depart- 
ment’s marketing and sales de- 
velopment activities for consumer 
products and the appointment of 
|Harry W. Barrow as advertising 
manager of Dow’s textile fibers 
department. 


Bunny Bear Predicts Co-op Gain 

Bunny Bear Inc., Everett, Mass., 
national nursery product compa- 
ny, has set the largest co-op ad 
program in its 42-year history. 
The company predicted that at 
least 40% more local ad linage 
than last year will be contracted 
for by stores in conjunction with 
Bunny Bear. The company attri- 
buted the co-op gain to new types 
of travel items and to baby 
lounges, introduced by the com- 
pany this year. Hoag & Provandie, 
Boston, is the agency. 


Weissman Joins ‘Monitor’ 

Wallace A. Weissman, director 
of advertising and sales promotion 
of PRD Electronics, Brooklyn, has 
been named advertising and busi- 
ness manager of The Monitor, 
monthly magazine of the New 
York section of the Institute of 
Radio Engineers. 


Kurlash to Ehrlich kg 


in ABC’s 
. “Stagecoast West,” “The Islanders,” 
PARADE ...The Sunday Magazine section of.strong newspapers throughout the nation, reaching 10 million homes every week. 


Kurlash Co., Rochester, N. Y., 
manufacturer of eyelash curlers 
| and other eye beauty preparations, 
|has appointed Ehrlich, Neuwirth 
|& Sobo, New York, to handle its 
advertising. Friend-Reiss Adver- 
tising handled the account pre- 
viously. 
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who control nearly 90% of the entire 
lumber and building material dealer market! 
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The BSN lumber and building material dealer is a BIG MAN to have on your 
team! Average gross last year . . . in excess of $400,000.00! His group rings up 
90 cents of every dollar spent with dealers for materials and equipment used in 
new home building, non-residential light construction . . . and the huge remodeling 
and repair market . . . professional and do-it-yourself! Through financing, home 
shows, sales promotions, etc.—he is a vital factor in the brand selection of hun- 
dreds of building products and supplies. Because of the expanded nature of his 
business, he is also a big factor in the merchandising of hardware, cabinetry, paint, 
garden tools, plumbing equipment, electrical supplies, farm implements, do-it- 
yourself items and building specialties. 
And yet, the very size and scope that make this dealer business so important to 
ou—creates the roadblocks that stand in the way of your reaching it effectively. 
e broader the dealer’s interest, the more product categories, the bigger his 
business . . . the less time he can spend with your salesman, or your distributors’ 
salesman. Under such conditions your salesman needs more support; advertising 
must carry a greater share of the selling load. 


Your advertising can carry the share of selling load it must carry in this big, busy 


and booming $10 billion market when you use dominant space in BUILDING SUPPLY 
News to do the job. 


All independent research studies today show that BSN is FIRST in market cov- 
erage ... FIRST in reader preference . . . FIRST in reader interest . . . FIRST in 
total buying power of its audience. 


Proof of top quality readership . . . the lowest cost per thousand dealer establish- 
ments reached . . . the largest advertising gain, page volume and dollar volume .. . 
the most advertising pages carried of any monthly merchandising magazine .. . all 


these are evidence of the BIG JOB Bur_p1nc SuppLy News does. It can do the 
BIG JOB for you! 


Building Supply News - A Cahners Publication - 5 South Wabash Avenue, Chicago 3, lilinois 


4 ea ‘ ‘ Pe ee ee ee 
scare eee Te Raa = sae eee ce Fs iS Rasiaub : : ake ee eis a eae = amis aR» Sha 3 ea 
a ee , St ee bi a ae : Spica : cS es ME Po a ier a ae ore Tg scene it Se 
Ded fa eo ong 7 ae age E Me Seg ad ts Z : - roe ay Sra lag ght Pig ney Ss Lo a ae i a. Serra Sees 
Fie. a - RR hee Aa : SP A oe eg ye . A a ie pee eet ge hoe. * eg Sr ; * Ln 
a | ee 
eed 
ee 
i Ie 
i ae 
ee eats 
oe 
Se ———__ ) “ 
ee 
‘ meee 3 Be 
t 4 eS 
ne Ate: | ih eg 
“si ma 
—— Tit 
Se —_ — 
| & 
= Pi ca =. cai 
; sa hain) dF) Ll ° : 
Ch o7 7 bet 
; SR nd 3 * & ~ te a> ae ae 
et ee $0000 A. 2 -@6¢ i 
F i = ae ea " aed 
. b 
se 1 
_, wea gat eye 1. 
; _ A. gu: = es i 
a. a — q Uy 
_ J . ee Bi 
=n Le * wir | ‘ 
med 4 r+ noe , , Be Me. 
Ph, oat 
i dl i te ; 
as Sy nf 
; ; atest + . zr 
ware. = haces a 
= z 3 agree ce 
3 cao 
: rool ae 
aes ° ‘ i 4 5 f i . - et os js oan R ec: 
Pipes See ake weer Se et eee S es: em? SB a sd ees disci peck can ea 4 8 + mer f ~ ae ‘ Mi tees, a ene Pre dee lea i 
sok ies sestiea (uae ie One pe fe tts UP Laat SS Obie A aaa Ba ig phage ais ie Joe eek ot Ree Are phe ®nal aaa ame ue a sae oe tee are 
CS esac eater ti 2k Re ae a ae paemeas v8 pee pee ae Fh taal Cope We Bs erect es Shas Se ups ia Oe a saith DO Sg ercsed atte: i ae a a , ~ Ka Aue ees ae 
ERS “> ee anes SU SOA tite ea iwrmtgtiet ps NN Sl. eae eth ei dee a, Seg : ut ay 
: Fa Mike me (eee Pe Re ones Sele). OCR ee Mia Ee ; Pas amar : Sone treet 
. Ne Fate aah ici eae.) — Siem Ste) aie en tne late oe ee : : am, a hi aa ures fa Rodi ae Sh a As 
ak Ie hy “SARTRE fe 2 me Da ha pes Bitar eS ea gen cen : 3 ‘ a : iensni : iat Oe he ns | rat 
— : ea ey 5 Pe eke ar ele: R con 5 F 2 ee ik) a h . a 5 ‘ al 3 Besieged wi Bee tis 
eg! eye ste Cee a. ae aha eS ee ; Se Se aia =) ae aaa = Pen ee 
PRT GR eo Se eae 2 . eats Boy, te ry Shas eely , uz e : ay ai oa = : SE een ieee a eae Bievrite Nak ‘Shieh rf 
oS Gtk eee sana, 3 sAeaaal peer: ~<a Seagal He i ee oe a Neer ean i aac mie 50 9-0 TRE g Sc ea ae See hain Je ee ee 
oR EEY NEE TE, ke ea Pee ie ales ao Ve a a i lM cl, (te at Unigene (ky aaa a ae SoS eee ints inure a Po a hs alla ee PORE a ic nea eae 
Shik eared a rl ES ae OL Ae apm ts | | da aN oe a Ee gees le Ue ee ea carer irebe tem > ee! Se oS WW pale i crn Ih ea ene oe RN 6G a ah aan me een ee ig vs? ee ge ROA ene irda ary sae OA acer 
pet, _ : nie gee ae aye ae ih a ae a = + alte Pe og Rane PN NH af aa Ea comics woven ape et So tae ae a aed a ell Pe Sea ba ia a Deak 
a te Ce Me ali ree eee Sage - - .- ailipeaaines eI A ay Sect ac pale STEN ee ea a ig yaa Hag Saleen ERT een Se Es ee ae ae 5 ete rs acai gee ri Te 
aa oe riak Gl ae oe ee me 3 ee ono acc baa a date so ae a oo eee i ed Bees) tad eat te nee eee rae i fee ies root f Bitonk cate Ea sists Julaae cna = se ee Ae: - ‘ 
sc Netst Nd tas Ne era ey nh ee aa ee a eae REE RR Sas | ee pisces). Lal being feet OM a ea oe Se BOERS Pe — ‘ P é a at Ls pee cides, oat as San a - 
forse eagle EEO ge UT pene ae one aa oie o iealiak: BAD ae aa Heese tag re ny ae wae. : : 2 OE oe Fe ae ig a ee alae oe i ee 
Pim Seem eee ear eon : ; Lat TRS se, Seine, Hon) ian ee . , ee iia 3 1 ae 
Pe oh eae ene Sy : cee ne) 3 es eee , : . oS i ae 
mee : AI eas ewe at eae Rigi Loin a . : 
a Bie * ei ove Ne ah i ee ee ae Se ee ae 
: , sates ee Set bate <i ee Ses Sg een eee Sacre 
gee, ee eee rem tree ea Baer sent 8 eo Se ees ‘ Wii ks nb Mae Te i 
& oy r 
: ir: : x 95 % ig we S igciteige Shik GES ee ples eh fon pee ie 
Aas Ef ? - 3 ’ BG AS es RS Bae Ie at ee, tee ‘ A ne a Salt aR a ee ee eet aoe 
Taam ar a hing) il a ie ae eT aaa & res se : é ere a rd «til acta Tk = oi a re oF i oe ae poe Re a Seek a ae tere Sat ° 
. aie ey i Ce ears Meo Le ee Are peeks = ~ 4 : i). ae ala oy She |) oid i oi i es oe a ae a a i 
sade <li FN Pe oe aa a a ge Rade aes ana i pe Nason ac 80 | of Ce ee eee eae | ee a ne og eae Pe pee 5 hahaa ee ema | 
jue VT Sera igeples ema ae eg eed ee ethan Tee oon ae Rea ORES TE 2 at Nye in a Ter NR ceeeiue yr RAE Rei: Se shina ee lat RO ie OE OR”, ee ne 
ee ae a Picoth Ninars Bes aM es 7 Re ee a ee ee Peas Tee RT Ce cen ree | NM Ge em ee er 2 Rephre Ag eames 
Speer tre ae BR aaa le ENS Fass 1 (tS SUL | eee ae Gee Gemeente eyo 7 |i i res er cee Wes ae eee me Pere eaten ec) ios ee 
IPG Si re a Sr eS a Wy ae Nh ae Re oer geri aN eee eh 2 rrr or ESO RTS te iar aaa ne ee ae Bas ae ee a Ree cae 7 ness 
My ties aoe CUPS Se SRR RRS EEE RESO oh oe ial ace wr ls oe eine MUL Sea ENA Os Bh» aye Fairs 2 cs > ae CT Spe ee eee eo reasie * SU Bi ae pat “ieee Raa 
Uae eae | 7 ne a eas “a es Oe de ee ye ep Pore (sti onan Sent C= okmeg same: Segue lage ge re Soom Sipe Aen 2 «in 
sti ee ee Ba, ss So Le ee ie om la ae UM a areata Aly 2 eta ceeeetet ean Rt Bey 3 Rees! 
SR me tae ee be ea Sh tapas (aE eR aa a ee ee at 
a tc aaa ae es se a ee a SCI ere 
- aba ee bay oh ei a ih pt eet ae ee E ae ge Bice 3) fie Paige ee 
Papi 19 oe el ay ase = : ki tis ® “se = % Pe Bib 7 eee i io £ . a diay ee ha eae vel “ : ee eee Sr ce 
NR tan bs pare re: et eto eea A! sc te ads 7 7 ee ee - ae ~ Beye cae oun eas es . "gh = eae ‘ae pare ae a: 7 2% Foe a 
ee sere fa SITS | Se a by ic eth roe ee ite pean egy 2 it er PO ORIEN ee ek) eles on : re 
ee er en” BARE = Site er etre ae ae ee ; Re es ee: Sees st ae aie oe eee Ree i Se a ae 
Page © PRS Oe ee Ce ee a lee Pies Pe oe ee ee a ae 
J Ok ee aS ie bela sar Sa) ede Ree ae fare A Cie i Bi gh aca fe Covad : bi é Shs Ry EEN ery 2 “i 4 Sea nee * ee epee A nae lays ie cel ed aaa 
7 ope oh een te aa : errs aoe es SoS taasene ek cae Bee 07 ae eran hoe Meath Gt R20 ai Simeaeee eR Pris aie Pd ’ . i egeeme en IR SE TE a . owe 
Ra SS Nees ore ier as ; (ghee AGES SS eS Soa Sa eaten 5 er oa i Me et N= nee ira e Coe ee sack al eatceenanage pe ee AH ace ener eo ste saint ee yo Baer e i oh Sa a 
; aes LB Oe Oy aa eee) ele eed a ane ie ea ea tte LAr Aen n ESPERO er: ay eRe PERN Oe at eR Mo fr vp eeriele—~ SS erento ny Rage Bs. mae cela OPEN apr ee he Ha 
Se eh nearer ke ees, eli mle RS iy ee eine Oo  e eene S  E eee kk ee. oem re Meee SR pipe Se i ae aes 
a eg een amen” Tn ae PSD I SS PES 0 leg apart eerie SR IRR cS a pM TAPE SRR, ALR rh SNE emer yp eee i A“ aA 
Bie Pe or ca hie Sepa te eye ie aa eee aie aie s: Sores sr ei ele ee re Pera aaa Rey fe Apaeeee Gorath. Ge, Fue ta ey ters eres gees co deieseraee:- eee i = eae 
bg be arm pein Pea ae, See ULAR tele ee save ae : Pest sca tage ee 7s Ree f : ; MCN ss eee POONER) caro NNR pete We ROT ST he Foe: eae 
. ae areas ee Ra eevee ee i ioe arctan 3 ARS ae as Se eran spy ota ia ote Spates oR: ee Fo aaa Bei een ee ee eer 
i oA al SL at NN eh ate MAME eg occa Pere Te nos Meet EC) Seen or ae aa” ean ites chor sc Peo eee Cig jc gai pete BSUS OE ee Tabane pnteny ino 2 an a aie Soares an Oe eet na aac ; ; ve. 
os SSeS Ric | 2” AI oe te ca : ae toieg «crumb alas ie 03 Bee ie i ete aap clea esi Raete rs) Shige oe Rea ee SNe ake pate, Spe oo niet Ce ie ‘ ioe a OE iid ad a “ SPs - 2 Sp keene 
rap bcaprateg Vi © Sar op ieee any, ee) a ama % sar Mae a ae cat ee le. GRRE ne Sete Pit en SN ged Oeste Re ae hare as a sa Nad ae 2s Geis Las = awor : Ap Se ec en ee Ws Pc a 2 Ne 
- hee Henig ies, ents) waa tt SSE Ge, 15. > as ~ patie in ee ary PI oh es tig ara ce ai eres Serdar cel i edn ra ee in ene eres a) cat De CT are 
Ee aT TTT ye NERO i a aS a cement ieee UG WE ECS at SS Ey Se Ta a eek hance oe 
as ay > ree “See gh aad a ewe teen eee TS : Oy ae git pote Gala ee ae ax ena eae we ae he Mieghem see SA aN RMaCrev ea erst nn HSU renIm rs ees o) tetara res a Rien eRacherm Me Me OP eure eh " Fas 4 ‘ 
ee i: aril iamnrs: rey Cee ee sia: 2 pcg eens: sig! i date sacle: Aro a eT ee A al ys Lise Niapeeaper Niall Sale ata it Sic sere oe eck : : ? : 
9 ae eae em ee eta a Re RR sy Sees TN a ote, mag Me Eg cee EN a + » r : ; 
at ie lea * ee eee ae Be See es i pein OF ai acer cee Peeae eee = ; ee Rat ee ee ? - ‘ f : ; : 
SN gc oe Lon SLOG hee eo Baetas eo eerie ay e i ae 4 > 
a MERE ee rr ene ae heart ee sey saics i pene ; . 
Oe coal ; F ; : : : : i as Sc 
wen Nd oes : if : : . j : ; ; oe ies ebieai te A e as sh Se awa or yee ate acer on 
eae : 7 ‘ baie nalts lie eS a SN tig eke Oa Ma aegis so ote ah Ree SP SE eee ae TT wae Ll tee ee pl ae 
5 : : ; < 7 PoE S hemes Si ggmemeneneeren = at ee ea Ye a cs Ma i lar a a i aie Sas be BAG Side Sie ea 
in ecm eianaKecae O : ‘ iL eae eee ee ge eee mt a ees Le Ne I Geri er ee mi gn aa te ar ie ea Se 
we ph ae a i gc er 
oS SCOR Cod eS Oma ee a ea RN Siatier eA SAO ey ee RT ee ee cee ea OME en She ergy Mts rsh se te a Ey Cee Saat EE Sen Aer A Fe Mg Se lS le ee Meese AE) geek AE a 
: é o Sa Ort Sg Rican py - ON ee oo se ao ERP cry ee See Lh Se eee fy ered SAE ae aie To he oak ae s Rieti ae aac 7 
i OO ta oh a tet Een Kit aa an Ss sv a a a Sart pe eae Paros 4 ea ee t eer ce cao a 
Renae emery Tere sagsflie thc ah Sie peli oe ie eee eer eee ear cee ie say Pry Se east es eee a 
Et cars toe sae pact Saris ciad nian “rrr aaa See ‘i De ae pros ae a ; 
pre ae ee ogee ‘ 
cee 
a gate 
es 4 
sa 
yf td LS iy roe 
eth bet bate tle Nee ean 
Mivied ao Tepes Nia Sy ne Step eal MN aon tattle AR oI oo Lh ate OR Wee oan Aurea hart gh sh ae oe ise Maa Te IRC ae Bes 
Ee BO at Se ein 0 Pate bea al SSG chit ca Pi che Woes oR RPE tg NS abl re corre aN Re nea a Praca ie mene eee 
ia Sh ee eS eee aed 7 gh OR eget eles SE ye ee Masy ae el lek em te es Rad cet eo tN mA apace La Peas ern Naren NS A ee ec Ria Ree Rare ake een ee 
OE pet hc rag Ge a eR ec ee ag Me ENON Sh) Acer, dace ante wh etapent tet anaes Ned O eR niceties ie Set ane or aero MerE Oe ee apes yes ahs a ELIE age 
Shey aes wath “aig eatl ce tga A nena alee Aa ts tele SWE PS 5) Nat Sea aed ta fee: (ene ee nee Tae eet oe SM ea er ore ee Ba arey ei aT yr rl oh Mean ae Vitam tae Ae damit pe gree eS IRS oe ae ee ee aaa Segre Ulm chore moe eos One 2B 
0 2 Soa Os Ur seem nies ny eee ae ce eee ee ow MCh 2 me | Rs See ine ee ee eee ree meer Ste eae eee er SE a ROL a BS er es RE 
TA ey RIN ge arte et Re aE ROIS Hee ee ns ge AL as ean ere gwen) gh (ge pin ea dy aie pavtc, Sn aie ernst, oe ede Pan eet a aes G 
Dt sar gS Seely wr ais Pee Mle Ra Se A A a ances ee rae pi hy oe eh By Stee Nard? gee ay ek ace ert ae eg wea 
Se ene oe hee Ran EY ee eh SE ACS Oe gee wy AAD 
chang ps rere 


Fast, accurate reporting in depth presents the whole story... 
Not only what’s happening but why it’s happening... 
And what it means to the world of marketing... 


ee Yanks | 
kotor \ 
Colles Move sir Rates 


pees | Ads. Hits 
- ae = 


1 Year (52 issues) $3 


The fellow who invented the cliffhanger for movie 
serials was undoubtedly a genius. Leaving the quiv- 
ering heroine pinioned to the railroad tracks as the 
installment shrieked to its end undoubtedly brought 
the customers back in droves the following week to 
find out what happened. 


But cliffhanging makes no sense in news reporting. 
No one wants to wait until “next week” to find out 
what happened . . . or why it happened, or what it 
means. That's why Advertising Age not only reports 
the news quickly, but fully and in depth. It paints 
the complete picture. 


As one adman, with a carload of advertiser and 
agency experience to his credit, puts it: “Ad Age 
does a first-rate job of keeping me posted on what's 
happening in the field of advertising. Its reporters 
are always digging for the whole story.” No doubts, 
no cliffhangers here. 


What's more, the special roundups and surveys—i.e. 


the annual Agency Billings, 100 Leading National 
Advertisers, Broadcast Advertising and other inten- 
sively-researched yearly features—are prized and 
filed for repeated reference by this executive and 
thousands of others. 


Whether they view the marketing world as adver- 
tisers or as agencymen, admen know they can see it 
in full through Ad Age’s wide-angled editorial lens. 
That's why you'll find that most of the executives 
of importance to you read Ad Age regularly and 
thoroughly. And, of course, your sales message in 
Ad Age can get the same careful attention that 
AA’s editorial content receives week in, week out 
from the men and women who spark market and 
media decisions. 


You, too, can profit by avoiding cliffhangers. A con- 
sistent schedule in Ad Age could eliminate any doubts 
about what your medium or service offers your ad- 
vertisers or clients. 


impottout to umportouit people 


200 EAST ILLINOIS STREET ~ CHICAGO 11, ILLINOIS 


630 THIRD AVENUE 


NEW YORK 17, NEW YORK 


Fi 5 a io, 5 k 2 5 ae Pot A ‘ vi ‘ te: ws ties : = e aie 
3 ph - . iste eS = és he a cea Sat ee te : 2 a ay m ee are re it Pt 
Pa eS ee — a _ ici ae eg eae ae eo Mae et Rive ; ames a Foes Se eg ae 
i Se a kaa “ : oS ate ak beanie oa eee a a ee a ee <. oerS Ae : ot) ae ae ‘ E ye a a ge ees 
a ae : ’ % . , ‘ * ae 
ae 
a 
ae , 
a ~ oe 
om : = 
me , ites oe 
i et oS a > : 
ae ad P eh i 
oe > 4 - = we ee 4 
| * eres, at ye > 
. —-— 3 ‘ 
re b ™ - 7” cs e i 
~ ; ” ee ee Soe a SN MR ee 
: ee i amas Ma eel i ; c q Bo ets 
A 4 akan a ie ey a Se. ‘ ‘4 3 a 4 ; 
ae , on us : : - mmr *, 3 
re, ; * : . ¢ es : pm re ; aes \ i 
“NE ae e aA Sings motos ‘ * F ft 
bs, a Rem ye ee Ate = 
i ‘ “ t. + RES awe? - | 
ue oe % ‘ pean eit 1 
St w me ges mee -* 
= 4 —: =, ze. 
inl oe : Pie ~ ae a 
oy & 7 . , i ~ y 
as * - * . —y J - oy 
—_ — 4 
“ye 4 
oi a ’ 
a 2 / oe 
<i : se 
ai : = ects 
a 1 on.) ame Da. : 
ogi ; Beige A se 1 , 
Le ) ee q 
co Es { 9 ree: ee 
oe 9 . ; a —h—h 
4 | - egy = 2 ees: pee j one KY l,. ee ee a 
aoe ‘-- meg telg A “Tergepes e 7 . Tet : ci 
ul ie i be eet al ae By ‘at BE ee ‘ 
oe x : SENT be 8 er ri ei . 4 ‘1 a f. ‘ *~ 2 catty a 
t We 4 of fy Pony tie ko ghee ey te ; an ae, 2; Jia ae =3 A , a — 83 a aii er - 
es > . - kos eee ome os Ce a *, # a ‘ a 7 sisi ye * ce ph ed + G Co a Tg : . ¥ ‘ 
. — = ; cee ON q h ae i YY : # 
‘ ee : ar ad a La . ae 
bas we . PS ‘ 2 me eat —_ P x ie. : 
Ds F = <<, Sa Paes Seen ie i -_? oo: . 
’ <<a a ~All at Ea “he AC ees y 
k o> Bec a >) a 
q : . ‘SR, j tay ot 
iA ” Me. . ’ . ‘¥ } ‘ y _ . 
.. 3 fé 7 . 
a \ yn 
— > 7 ¥ - , Ped H 
A ; . 2 J - \ | | 
; : \ y ip | 
A A ” \ rat # - ait | 
- | ee | | | : 
: 4 y \ ; ; | 
a : ‘4 ny on *. | 
: rye % alle 
Me ; ‘ = : 2 —_—— . . | 
hi \ ae ‘ | 
: : , ‘ in — neencaceatlanaete en —- c e ) 
é e ae a du—o, ——— - a 
- : ‘ = ' — i= 
= “ * _ Pe ence EE CLL AED Leeson : 
ee hey 4 v . 
oe b < ——_, moppnenieiais — — 
r 2 : «! . ¥ x 
; dis —~s ao ~ i a 
He _—. + s ; 
pa i. a ae -” ’ ' m ae 
a ay - ane 4 ' a 
ei e" > : _ : - > 
= ; a Z ‘ ‘ e | 
‘<4 & : is i : — ; { 
te ; i | | 
i a A , | 
, 4 eee aaa ° 
: : ee RR: a AOE NEE REELS SELES RD ; | 
by nama . 
- A a. aE Nt ee EI pe v , om . ty 2) 4 | 
= ) 
sity 
pe 
ae | 
rae | 
shee | 
a | 
a ks 
| | 
i | 
= 
seis Sh Z 
re , 
ne | 
tar 
: 
weal : 
: 
: ’ 
3 
sg 
ee 2 
EES ; 
wae = 
- 
: fetes 
aie ot re tl 
hen lE= ra 
z ising Age V== " 
eee Advertising = ie 
Moe — ee 
Scale ai _ beac. 
tie vente (2 | nae 
iar ary | = 
Rie se ‘hdte Boars . Sees | e 
be — BS oe ———_— oe 
ee" Ren _ Saas Span thaee | “am 
a eet ibe see Se reese re 
ze fetes CNG Be Sas SS eve ‘ 
oe Oat Prete SS es Sa Pe SESS 
r eet = cements! Eenrses 
: Set! = reeens rarer eae | su. 
SS ae a SES SSS YY 
: =: PRS Sess SS Ss SS SSS ? 
2: Sea ees ee a Saree i ; 
Sete ee SS ee ste 
. Ep SEAS SS Cntr ne eee uy ot ie sie 
i pp ey Perea Sea Sse _ 
ee SS = SHE pete «E> Proves at 
aes i eal ghee de Ex hae oe 
re Stork $2 SS = -- .: 
on ee esa se Par 
on a te tone « TM see SS ae 
a base Ot qeanservey Vout 55> Sm 5 SSPE ate oe 
— ser: Sa - 5a = ar 
; a2 Base SES Se Sa ae 
: _— w = S-s “ 
. SS, Se SS ee ee Bere. SSE 
ai ge255 5 SS SSS St ee ee See 
ina Se -S> = Se Sil SS SSeS 
at == Cote SS === 
. a Sle se. Ste = 7= ee ts 
on SS sk eee remeee ene Se Sa ee 
: ® Sette: Sree eect esas es 
Sa Se PS Sa eS Se 
Hee ee 
wer Poe Se — 
—__— 
: — ee 
= Ooo a es a — 
; a 
; a 
Ss 
Be Se A Via Re Pa i : 7 7s e ? ~ J ‘ 7 7 .¥ mia’ - oii ha Oral pif. <n! Be Sheath ge See ee ea an 7 . cous 
ie can ee Ge 
Sect napa ; ae 
a dle Sem: ae ne: Te. 
oa ee” wm Se 
= id ee Pe rast a eihes. Bae eae 
vi in pe aarti as Felon. er rea ‘eiecaigag Aes eae 
: Sy Pe ee pe eee Pe ae ee ng We a eS 18, Pe ey eee 
b) og Or a ee) a ew ee 7 - a 2 OTE oye TER oe EO he ee es eeteanere ice be ere a ge Mia bea ie es. 2 34 Bese Fig) Sa 33 susie ee Ae iis Rte 
iia eect eae gaat Saks a 8 bees Oot Teak Ll eae ac mat i a ake Neier et ete riggs aurea ng aa Ih aire aia St ance ero aac as a ee Beg 5 ch a ee ee Be rw Re ge ee el ce Cn Renae ee 
Pr ee ered tana te rent Es eh ch NTR UR lag MRM Mere Me oR MONS Sel Gu aN, eR gael oN et iN IIR ee a a i a ia 
Nees a A ay IT Se a oA oe NAD EA el oe re) oe, SRR Sen rena br Oe ral neni Seca Tee ae ERI CaN Eg ul 3) eet Perc Mi ate eR RID Abe, State Sei a ORR een eh org peste las Yuen ea eae, Sr pet MD Oe or Seatac eee 9: NR. SRNR ae eng o dS TAMAr Say ARMS FO gs WME CRO oy Cpa as 
Fro RI ee RR Te OER TONS Lt ar eit a A a alc rep comet Min Pie Cale ee nS SOs. eal cesl neagiee: a ae Bree eerie vet tea fee Cee eae Pe 9 eee ee ae ee et Pee ty ee 
ae Ss ok me oun oe ‘ hae eres ’ : Se ey aoe etapa ene re eg e Gee eee rs cay a ieee hin gh Pe ee me ene are aren ere A ella) ae Be <n) ae ae et ee a eh etic Al an es 
: LESAN IGA Se rie ae ene yy Ge nic ey Ee eR tao Vale Ee AL OR OM Ber ee aN, aa aul Ne ceearee Tice Doh tl ae ee ea Ret re ge ae nme Rs ese ee Se 2 
Fi aay oo ee A LE hs) cas pence ene ae ee ete ec elie a a Rina Roel, in te ee ae ote hk, Le Oe algen Pe, aR a Se Nesey Mic arta Oe ce ie moras dee WE Te Pe. oe 
Sarr ea ae ae aca ies eT ee Se eet Te oe wi eee RARE Se Be ee aes Mae eM tae fo SRY «aes ESR Skreet Ae 
$LEGe Fede Ds, Pale eB EN ee ap athe hy Been ae ine ck a RR een inte eo ak EY rae Se (i eA lay ee 
ee eee Ae ee als tte We esas, Cea = Be Wehere tre Nien) tga, ce ee pS ae oe 


et ee 


ee aoe | oy 


‘a 
E 
a 
* 
. 

. 


. 
| 
| 
| 
) 
| 


oe 


Advertising Age, August 22, 1960 


Design Introduces 
Compatible Records 
With Coupon Offer 


New York, Aug. 16—The fall 
advertising campaign for De- 
sign’s “compatible” record al- 
bums will be built around a 
special coupon offer. Every com- 
patible album will contain a 
coupon, three of which will get 
the record customer his choice 
of a free Ip. 

Cy Leslie, president of Pick- 
wick Sales Corp., which pro- 
duces the records, announced 
that the Design compatible al- 
bums had been repriced at 
$2.98, rather than the current 
price of $1.98. A cellophane 
wrap over the album cover will 
carry the lines: “New! The two- 
way stereo and hi-fi record. It 
plays on every phonograph.” 

The coupon offer is effective 
Sept. 1, but the big ad push 
starts a few weeks later with 
copy in Look, Reader’s Digest 
and The Saturday Evening Post. 
The color copy also will run in 
the New York Times Magazine, 
with other publications to be se- 
lected later. The schedule also 
calls for radio spots. 


s A co-op budget covering 40 
major cities is available for 
newspaper advertising. To qual- 
ify for the co-op funds and for 
the other dealer aids, the retail- 
er must have a compatible win- 
dow for at least seven days, 
minimum inventory and good 
inside display space. The dealer 
kits will carry buttons, counter 
cards, streamers and window 
materials. 

Among the new albums being 
offered during the campaign are 
“The New Sound of the Ink 
Spots,” “Arias from the World’s 
Great Operas,” “Piano Roll 
Music,” “World’s Greatest Bal- 
lets” and “Sacred Country & 
Western Songs.” 

The ad campaign is being 
handled by Lee-Myles Associ- 
ates. # 


Workshop Issues 
Second Volume on 


Agency Business 


Curcaco, Aug. 16—The Ad- 
vertising Workshop, book pub- 
lisher, has begun sales of “So- 
licitation & Presentation Tech- 
niques—Series Two.” 

The two-volume book con- 
tains three general agency new 
business presentations, nine ex- 
amples of special presentations 
and chapters on various phases 
of agency new business methods. 


® The first series, published in 
1958, sold approximately 1,000 
copies. The second series has 
sold about 160 copies during the 
first three weeks. 

The “Series Two” book sells 
for $200 a copy. Advertising 
Workshop said it is planning to 
offer a combined price for both 
series. The “Series One” book 
also sold for $200. 

Advertising Workshop is lo- 
cated at 117 W. Harrison, Chi- 
cago. # 


ABC Buys Interest in New 
Venezuelan TV Network 
American Broadcasting Co., 
organizer of the recently estab- 
lished tv network in Central 
America, has bought a minority 
interest in Corporacion Venezo- 


lana de Television, a new Vene- | 


zuelan tv network scheduled to 
begin operations Oct. 1. 

Renny Ottolina, Venezuelan 
ntertainer, who has had his 
wn show on WABC-TV, New 

York, for the past four months, 
will return to Caracas as gener- 
al manager of the network. 


‘SR’ Will Report on PR and 
Advertising in New Section 

A. monthly editorial section 
covering communications media— 
including advertising and public 
relations—will be inaugurated by 
the Saturday Review in its Oct. 8 
issue. “The supplement will report 


how well the various media of | 


communication go about their 
business,” the magazine said. Rich- 
ard L. Tobin, author, lecturer and 
longtime member of the editorial 
staff of the New York Herald Trib- 
une, will be editor of the section. 


Thomson Buys Lagos Interest 

Canadian publisher Roy Thom- 
son has bought a 50% interest in 
the Lagos Daily Service, published 
by Amalgamated Press Ltd., Lagos, 
Nigeria. Mr. Thomson publishes 28 
newspapers in Canada, eight in the 
U. S. and 40 publications in the 
United Kingdom. 


Noble-Dury & Associates of 
Nashville produce animated 
television commercials with 


{a 


FRED A. NILES PRODUCTIONS, INC. 
1058 W. Washington Bivd. « Chicago 7 
In Hollywood: 5539 Sunset Bivd. 
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WE LIKE TEACHER... TEACHER LIKES US 


Usually a note from teacher means trouble. Not 
in this case. We got a letter from D. A. Van Valken- 
burg, Asst. Professor of Business Administration at 


Taylor University ... and he was complimentary! 
This is what he said: . 


“I wanted to let you know why WJR has always 
been about the only station I have listened to 
regularly, and the reasons I appreciate it. 


“1. GOOD news coverage. I like your regular 15- 
minute programs. Most other stations cover only 
the ‘headlines’. . . 


‘2. GOOD music. We need more and more of your 
fine musical programs. Having a ‘fine arts director’ 


760 KC 


WJ 


is excellent. I enjoy not only your ‘classical’ music, 
which few stations ever use, but also your ‘sane and 
sensible’ popular music. . . 


“3. GOOD sports coverage. Having always been a 
Tiger fan .. . I appreciate a ‘power station for night 
baseball.’ I appreciate your carrying the Lions 
football games, too. 


“4. GOOD programming. I consider WJR to be a 
‘reputable, class, progressive’ radio station .. .” 


What more can we say? If you’d like to talk to a 
receptive, heads-up adult audience in the money belt 
of the Great Lakes, ask your Henry I. Christal rep 
for the facts on WJR. 


eg DETROIT 


> 


50,000 WATTS 


RADIO WITH ADULT APPEAL 


Listeners appreciate our complete range program- 
ming . . . something for everyone—every day. 
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Sell the entire Greate, St. Louis market through 
ie unduplicated circulation of... 2 


5 KEY EVENING 
NEWSPAPERS... 


e St. Louis Post-Dispatch 

@ East St. Louis Journal 

@ Quincy Herald-Whig 

@ Alton Evening Telegraph 

© Southern Iilinoisan £: is aa: 
(Carbondale, Herrin, Murphysboro) "i ie 


_ ng £ 


¥ 
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Miinois Interurbia Market... write, wire, or coll the = P easy 
advertising manager of any of the newspapers in 4 
, ae 


For further information about the St. Lovis and , 3 <> Rete 
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Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of more large cities 
than any other station 


hB CHANNEL 12 
a © 


A/S Seg, television 


Winston-Salem / Greensboro | 


/|and Mr. 


—. e2 ii son ~ Fai 3 ~a 


Advertising Age, August 22, 1960 
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STUDENT—Learning the business from the inside out, Jerry Halloran 
(center), vp of Display Corp., Milwaukee, is shown with E. L. Beth- 
ell, director of Universal-Geneve, watch maker, watching water- 


proof tests being carried out during a tour of the plant in Geneva, 

Switzerland. Display Corp. produced the award winning display for 

Watchmakers of Switzerland in the Point-of-Purchase Advertising 
Institute’s recent “Showmanship in Display” contest. 


Four S. F. Agencies Prepare 
California Vote Campaign 

Four San Francisco agencies 
will comprise a task force for a 
“get out the vote” campaign this 
fall, requested of the Advertising 
Assn. of the West by Gov. Ed- 
mund G. Brown. The agencies are 
Bernard B. Schnitzer Inc., Charles 
K. Walden & Co., Ad Fried Ad- 
vertising and Raymond I. Land 
Advertising. Mr. 


reporting to the exec vp, Irwin A. 
Zuckerman. Mr. Siegel will have 
charge of sales of the Multiwall di- 
vision, the Paper Merchant division 
(gummed tape, kraft wrapping, 
cups, and grocery bags and sacks), 
and the bulk division (converting 
paper and by-products). 


‘GQ’ Gets Foreign Advertisers 


Three foreign advertisers have 


Schnitzer will|signed up for fall issues of Gen- 


work as chairman of the group, | tlemen’s Quarterly, the first for- 
Walden will be vice- eign advertising to appear in the 
chairman. The task force will | publication. Nordiska Kompaniet 
work in cooperation with the | of Stockholm, and Brioni of Rome, 
American Heritage Foundation| both men’s fashion retail stores, 
and the California Citizens Non-|will launch campaigns in the 
partisan Registration Committee. | September issue. Christian Dior of 

Paris will start a campaign in the 
October issue, the first ad of which 
will be entirely in French. 


Byrde, Richard Adds One 


Siegel Joins Hudson Pulp 
Richard L. Siegel, formerly pres- 
ident of the Gardner division of 
\Diamond National Corp., New York, 
has been appointed to the new po- Citadel Press, New York, book 
sition of marketing vp for the in-| publisher, has appointed Byrde, 
dustrial products group of Hudson | Richard & Pound, New York, to 
Pulp & Paper Corp., New York.|handle advertising. The account 
The appointment brings two sep-|was formerly handled by Friend- 
arate sales lines under one man) Reiss Advertising. 


Retailers are losing 
your customers... 


They need your help in central-city. These 
retailers must replace the pre-sold customers 
for your brands, now lost to suburban shop- 
ping centers. : 


Quality-conscious Negro customers, who now 
comprise up to—and over—50% of the 
total population in major cities, are moving 
into central-city areas. For example, in one 
major category—appliances—Negroes spend 
19% more on a per capita basis. In another 
industry —38% more. 


EBONY Magazine gives your product more 
“effective” impact with your retailers’ vital 
replacement customer potential than any 
other medium. Get the most recent facts 
about your product potentials in central- 
cities, Ask for the booklet on your Industry. 


BON 


“Your Central-City Magazine" 


NEW YORK 
CHICAGO 


LOS ANGELES 
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Houston Largest City 
in the 


Nation 


ronicle 


in Houston, The Chronicle 


Reaches More People 
Carries More Advertising 
Sells More Merchandise 


Now the sixth largest city in the nation—and still growing— 
Houston is A MUST Market! And in Houston, advertisers 
know the selling power of The Chronicle. That's why The 
Chronicle Dominates in all advertising categories. 


1st 6 Months of 1960 

The Chronicle Leads Both Other Newspapers in: 
17 of all 23 General Advertising Classifications 

26 of all 28 Classified Classifications 

19 of all 24 Retail Classifications 


The reason . . . RESULTS! 


ON CHRONICL 


Read by More Houstonians Than Any Other Newspaper 
The Chronicle is a MUST Buy in a MUST Market! 


~The Branham Company—National Representatives 
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an 
advertising 
man 
who. 
doesnt 
like 
this 
TV show 
has got 
to have 
a hole 
in his 


A hard question to answer these days, because 
most of the people I talk to are rather vague about 
this tricky subject. 

Generally, the answers are scrambled up into 
three categories: 


(a) High Ratings 
(b) Low Cost-Per-Thousand 
(c) The Proper Product (or Corporate) Image. 


To be precise, a drama-musical of a Eugene 
O’Neill classic, featuring Laurence Olivier; Frank 
Sinatra, Helen Hayes, and Marilyn Monroe; with 
original music and lyrics by Rodgers & Hammerstein; 
adapted by Paddy Chayefsky, produced by David 
Susskind—and available at a bargain-basement price 
—will almost fill the bill perfectly. 


Note: I said ‘almost.’ Some of the potential clients I talk 
to would reject this. 


There are also other items a sponsor would like 
to glaum onto these days—a show that can be ‘mer- 
chandised,’ that lends itself to ‘exploitation.’ 


(Incidentally, I am a TV veteran and, in all the years 
I’ve been in the business, only a handful of ad agency execs 
have ever mildly inquired if the show I was offering would 
produce sales! ) 


Okay. Want a show that comes pretty close to the 
ideal? Take a look-see at the following: 


THE SHOW 


I’m talking about a syndicated one-hour filmed 
sports show. , te 


Write, phone, or wire Bernie Crost or Art Pickens, or your humble servant, 
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RATINGS 


Almost bordering on the fantastic. In market after 
market, clobbers the opposition, often out-rates the 
next two stations combined. Slotted in a Class ‘C’ 
time period on Saturday or Sunday afternoon—out- 
ranks most syndicated shows scheduled in Class ‘A’ 
time periods. Beats pro football, major-league base- 
ball, basketball, even feature films. 


COST-PER-THOUSAND 


Lower than Lawrence Welk, who is generally No. 1 
as the leader in this department in network TV. 


OUR AUDIENCE (product image) 


Unfortunately, poor people like the show as well as 
rich people— (sometimes as much as 79% of the sets 
are tuned to this show—we can’t be too selective 
when almost everyone wants to be ‘included in’ !) .. . 
audience composition— 40% men, 40% women, 20% 
(ugh) teen-agers . .. We reach the young and old, fat 
and thin, tall and short, people who drive Ramblers 
and also Caddy convertibles—in plain talk, what we 
know about our audience is that it consists of human 
beings owning TV sets—but this I can guarantee— 
they are alive .. . they watch the show because it is 
fun, it is exciting and suspenseful . . . they even stay 
glued to the commercials (afraid they might miss 
something!)—and they buy everything . . . Tareyton 
Cigarettes, Mogen David Wine, even Steinway 
Pianos, Maidenform bras, Copenhagen snuff and 
caviar.* Advertiser after advertiser has told us (for 
six straight years) this show sells more merchandise 
than any TV series they ever sponsored! 


*None of whom have ever sponsored this show! 


WALTER SCHWIMMER, INC. 


75 E. Wacker Drive * Chicago 1, Illinols * Phone FRankliin 22-4392 


“CHAMPIONSHIP BOWLING”’... Produced in cooperation with THE BRUNSWICK CORPORATION, No. 1 name in Bowling 


‘October 1, 1960. . . nationally, regionally, or on a 


| What do you want in a TV show? 


MERCHANDISING 


We gotta gimmick whereby we can put up your dis- 
play in thousands of new outlets! 


EXPLOITATION 


Sports pages as well as TV pages give us great cover- 
age. At the station level, we get tremendous support 
from the local promotion guys (because we got 
this organized!). 


CcCosTsSs 


Approximately 50% of the price you pay for any other 
first-run TV show; and the time charges are only 50% 
(Class ‘C’ vs. Class ‘A’ )—so you get a helluva 
value when you sponsor— 


“CHAMPIONSHIP BOWLING" 
@ Now going into its seventh straight year 
@ 26 new shows just produced 

@ Features America’s top bowling stars 


® Fred Wolf is commentator, the country’s No. 1 
bowling sportscaster 


@ Filmed and directed by Sid Goltz, TV’s outstand- 
ing sports-film producer 


AVAILABLE 
Sponsorship of the full hour, half-hour, or quarter- 
hour . . . for 26 weeks . . . beginning approximately 


spot basis. 


Be corte 
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Oneida Consolidates Account 


. Tl ’ 
‘Main t of With BBDO; Drops JWT 
Oneida Ltd. Silversmiths, Onei- 


FTC P Quiz 
c ayola as da, N. Y., has appointed Batten, 
Nearly Done: Kintner Barton, Durstine & Osborn, New 


| York, to handle advertising for its 

WASHINGTON, Aug. 16—The|-<terjing silver and stainless steel 

“main thrust” of the Federal Trade fjatware divisions, effective Jan. 

Commission's payola inquiry is|;/ The divisions are presently 

nearly completed, FTC Chairman |handied by J. Walter Thompson 
Earl W. Kintner said last week. 


“fallen into line” with government | 


: , , Co. The move will consolidate | seph F. Callo Jr. Inc., will conduct | 
Mr. Kintner said he believes rec- | Oneida’s advertising in one agen-|the course on “Fundamentals of | 
ord makers and distributors have .y BBDO having handled Com- | Advertising,” and Edward A. Wetz-| 


munity _ silverplate 
count will bill around $1,000,000. | will teach 
niques, Practices and Campaigns.” 
Fordham Ad Courses Set: The fee for each is $25. 
Callo and Wetzel Teach 
Fordham University, New York, '_MCA Reports Big Gains 
will offer two 10-week courses in Jules C. Stein, chairman of the 
advertising beginning Sept. 26. |board of MCA Inc., New York, 
Joseph F. Callo Jr., vp of Jo-| talent agency and associated com- 
panies, has reported that MCA 
|enjoyed the best six months in its 
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advertising |el Jr., account executive with Bat- | 30. Gross earnings before taxes 
since 1936. The consolidated ac-|ten, Barton, Durstine & Osborn, | 


were $6,515,547, compared with 


“Advertising Tech-| $4,981,974 for the first six months 


of last year. Net earnings were 
$3,084,485 and $2,412,346 for the 
respective periods. 


WGR-TV Promotes Gervan 
Frank Gervan, who joined WGR- 

TV, Buffalo, in March, 1956, as 

sales representative, has been 


|named local sales manager of the 
history for the period ended June | 


Transcontinent station. 


efforts to curb payola. ” 

“I think payola is pretty well 
stamped out,” he said. 

An FTC spokesman added that 
the commission’s “first major | 
drive” has enabled FTC to “stop | 
and see if the job is finished.” If 
it’s not, he said, the commission is 
prepared to launch a second round 
of complaints against the record 
industry. 


es FTC began its investigation of 
payola last November after con- | 
gressional investigators charged l 
that some disc jockeys had accept- 
ed money and gifts from record 
companies. | 

Since then, the agency has issued | 
complaints against 103 companies. | 
Of these, 57 have signed consent | 
agreements prohibiting them from | 
making off-the-record payments to | 
get their records on the air. + | 


| 


Time Inc. Tests Home 
Delivery of Its Magazines 

Time Inc., New York, is current- 
ly testing a home delivery pro- 
gram for three of its magazines— 
Life, Sports Illustrated and Time— 
in selected suburban areas around 
New York. Under the program-— 
described by Time Inc. as “experi- 
mental’’—non-subscribers can re- 
ceive home deliveries of the mag- 
azines on a week-to-week basis at 
regular newsstand prices. 

Time said the system is being 
tested in two New Jersey town- 
ships—Teaneck and- Bloomfield— 
and a section of Staten Island 
in New York. Vacationing high 
school students deliver the copies 
and receive a commission on the 
cover price, the company added. 


DCS&S Boosts DeBenham 

John A. DeBenham, an execu- 
tive producer at Doherty, Clifford, | 
Steers & Shenfield, New York, 
has been named assistant to the vp | 
in charge of radio-tv commercial 
production at the agency. 


| 
| 
| 
| 


1 Modern know- 
— how? Find out! Send 7 
- for your free copy 
of “Opportunity For 
Sponsored Films” — 


16 pa Beaten Se cet 


Modern Talking Picture’ Service, In 
3 East 54 Street, New York, N.Y. 


o * 
offices in 30 major cities 


Effective with the September issue, a new, fully descriptive name ... 


THE TOOL AND 
MANUFACTURING 1" 


ENGINEER 


THE TOOL ENGINEER, professional magazine of 
40,000 tool and manufacturing engineers, in Septem- 
ber becomes THE TOOL AND MANUFACTURING 
ENGINEER. 

This change in name of metalworking’s best read, 
most respected technical publication comes as sequel 
to the recent change in name of its publisher, the 
American Society of Tool and Manufacturing Engi- 
neers, formerly the American Society of Tool Engineers. 

The decision to add the words “and manufactur- 
ing” to the titles of both the Society and the magazine 
was based on the conviction that the expanded name 
would better describe the profession’s duties and func- 
tions and better convey to industry and public the 
increasing importance of manufacturing engineering. 

The expanded name will more truly reflect the 
magazine’s editorial content. The editorial content, in 
turn, will continue to reflect the whole range of engi- 
neering interests of the magazine’s readers. 

Continuing impartial research into readership 
preferences has always helped determine the maga- 
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N. Y. Marketing Execs Club 
Plans European Charter Tour 

The Marketing Executives Club 
of New York is chartering a jet 
plane for an “international mar- 
keting conference” May 19 to June 
9. Meetings and other sessions 
with European manufacturers, re- 
tailers, distributors and advertis- 
ing ageneies will be held in Lon- 
don, Paris, Milan, Venice, Florence, 
Zurich and Rome. 

It is estimated that the total 


cost of the trip will be less than 
$1,000 each, including hotels, 
meals, sightseeing tours and all 
transportation. People who become 
members of the club before Nov. 
19 are eligible, along with their 
wives and immediate families. 


Park Adds Phoenix Mtg. Co. 
Phoenix Mfg. Co., New York, 
manufacturer of men’s sportswear, 
has appointed Park Advertising, 
Elizabeth, N. J., to handle adver- 


i 
ari ay 
"eke Sa; 24 
4 isa capes 


tising. Initial advertising for the 
company’s new Sentinel Foamliner 
sportswear will run in True and 
metropolitan newspapers. Park also 
has been named to handle adver- 
tising for Therapedic Associates, 
Chicago, mattress and bedding 
manufacturers group. 


Cartoon Course Offered 
Techniques on how to animate 

eartoon figures and give them 

humor will be covered in a work- 


Momrertdten wtp es 


shop course, “Cartoons and Hu- 
morous Illustration,” at New York 
University’s division of general 
education. The class will meet 
Wednesday evenings Sept. 28-Jan. 
18. 


Doyle Joins Charles Hoyt 

Rodger Doyle, formerly assist- 
ant market research manager for 
Post cereals, has joined Charles 
W. Hoyt Co., New York, as re- 
search manager. 


McIntyre Names Jones 

O. E. McIntyre Inc., New York, 
national mail marketing firm, has 
set up a new medical mailing 
service for the pharmaceutical in- 
dustry. Recently authorized by 
the American Medical Assn. to 
use the association’s basic mailing 
list of doctors, McIntyre has 
named Thomas H. Jones Jr., for- 
merly with Sudler & Hennessey, 
New York, sales manager of the 
new division. McIntyre says it has 


a national list of 37,000,000 fami- 
lies, and last year mailed some 
250,000,000 pieces. 


Psychologist Joins Jenssen 

Dr. William E. Coleman, psy- 
chologist, has joined Ward J. Jens- 
sen Inc., Los Angeles, manage- 
ment consultant, as director of 
psychological services. 


U.S. Pharmacal to Jenkins 

U.S. Pharmacal Co., Philadel- 
phia, has appointed William Jen- 
kins Advertising, Philadelphia, to 
handle advertising of its new liq- 
uid breath freshener, Breff. 
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zine’s content. Although “tool engineer” is often associ- 
ated only with tooling, that field has accounted for 
fewer than one-third of the engineering articles pub- 
ee lished in THE TOOL ENGINEER. Many other articles 
have covered processes, materials, management, qual- 
ity control and other categories of legitimate concern 
to the practicing tool engineer. 

One hundred per cent of the technical article 
content, however, has been falling within the far 
x broader reaches of “tool and manufacturing engineer- 
ing.” 

; The new name recognizes that the magazine’s 
. audience is composed of men of many titles, but with 
one aim—that of increasing manufacturing output 
' through ingenuity and good management until the 
unit cost is at a minimum and quality is at its highest. 

In the future as in the past, under the new name 
as under the old, the Editors of the magazine will be 
constantly guided by this editorial objective: 


“To keep the tool and manufacturing engineer 
fully current as to manufacturing techniques, 
equipment, materials and trends—and thus not 
only help him solve his day-to-day problems but 
assist him in his long-range planning” 


Under its new name as under its old, this maga- 
zine will continue to be your one best means of reach- 
ing the 40,000 tool and manufacturing engineers who 
approve, specify and buy your product—the men who 
collectively comprise your biggest single market! 


the tool and 
manufacturing 


! engineer @. = 


10700 PURITAN AVENUE + DETROIT 38, MICHIGAN 


PUBLISHED BY THE AMERICAN SOCIETY OF TOOL AND MANUFACTURING ENGINEERS 


HOME DELIVERED : 


...and wheeled to the doorsteps of your 
best potential customers—ioyal metro- 

politan-area readers of The Detroit Times. 
= who are influenced. daily by its adver- 
tising messages. And.a resounding 

234,333 Detroiters in the metropolitan 
, area alone read the Times exclusively 
(130,889 more than Detroit's morning 
paper"). Be assured . . . the Times will 
deliver enviable sales results. 


ie “Detroit News Sth Quinquennial Survey | 
: KEEP YOUR EYE ON THE TIMES 
Detroit:limes 
Represented nationally by 
HEARST ADVERTISING SERVICE INC. 
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The BLUE PRINTER is a trade magazine 
created by reproductionists. Its impact 
reaches blue print, photocopy and allied 
reproduction firms and dealers in architects’, 
engineers’ and draftsmen’s supplies and 
equipment. Sell these buyers who represent 
90% of the market sales potential... through 
the BLUE PRINTER. Write for more facts. 


THE INTERNATIONAL 


BLUE PRINTER 


Trade voice for The International Association of 
Blue Print & Allied Industries since 1928 


33 E. Congress Parkway * Chicago 5, Ill. * HA 7-8061 


‘Electronic Products’ 
Offers Three Zone Issues 
Electronic Products, Hempstead, 
N. Y., will offer regional display 
advertising on a regular basis 
starting with its January issue. 
Eastern, midwestern and western 
zone editions will be available. 


Motorola Appoints Lasher 
Edwin W. Lasher has been 


of marketing and manufacturing 
of Motorola Overseas Corp., a sub- 


He formerly was president and 
Mexicana, the brand name man 


| stores in Mexico. 
| 


| Sweda to Fletcher Richards 
Sweda Cash Register Inc., Chi- 
cago, a subsidiary of Litton Indus- 


| 
| 
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Keystone Says Farm 
Radio Net Reaches 
77% of U.S. Farms 


Cuicaco, Aug. 16—Keystone 
Broadcasting System has been 
making a presentation to adver- 
tisers and agencies in New York, 
Detroit, Los Angeles, San Fran- 
cisco and Chicago to acquaint them 


named consumer products director | with the farm programming being 


offered on the 884 radio stations 
comprising Keystone’s farm net- 


sidiary of Motorola Inc., Chicago. | work division. 


Keystone is a transcription net- 


general manager of Electronica | work consisting of 1,112 radio sta- 


U- | tions, which are serviced by tran- 
facturer for Sears, Roebuck & Co. |<orintion or copy, rather than phone 


lines. 


Among the points being em- 
phasized: 


|@ More than 3,700,000 farms— 


} 


77% of the entire number in the 


| tries, has appointed Fletcher Rich-|.S§—are covered by these 884 
| ards, Calkins & Holden, the Litton | stations. All the stations broadcast 


| agency, to handle its advertising. | |ocal live farm shows designed for 


Sweda had no former agency. 


(ILL. - KANSAS CITY, MISSOURI 


When the little hand and big hand are 
straight up, this character takes over some 54% 
of the TV sets in Kansas City. That’s been the 
story for “Hi Noon’s Cartoons” for 4 years. 


When the big hand moves straight down, 
Bette Hayes (now in her eighth successful year) 
appears and the channel 4 dominance continues. 


This pair has the locks on Kansas City’s 
noon-hour block. Both are typical of the 
something-better programming viewers get 
when WDAF-TV goes local. 


REPRESENTED BY HARRINGTON, RIGHTER & PARSONS. INC. 


SB 


the consumption of the 3,701,419 
farm families in their coverage 
areas. 


e These farm families have a 
combined annual gross income of 
$26,600,000,000, or 70% of the total 
gross farm income of the entire 
country. 


e In terms of population, this net- 
work can reach 16,215,000 persons, 
or eight out of ten people who live 
on farms in America. 


e Counting the coverage of the 
other 225 affiliates of Keystone, 
which reach some farmers even 
though they do not program speci- 
fically for them, Keystone reaches 
an estimated 3,900,000 farm homes. 


® Sidney J. Wolf, president of 
Keystone, said that individual pro- 
gram logs of the various stations 
are available for analysis by po- 
tential clients and their advertis- 
ing agencies. 

Emphasizing radio’s importance 
in the life of a farmer, Mr. Wolf 
said: “No other medium can give 
the farmer the vital information 
which he needs to make a living 
from the land. That’s why he and 
his family identify with the local 
radio station and why they are 
steady and loyal listeners.” # 


Union Carbide May Consolidate 
Its Advertising in Canada 


Union Carbide Canada Ltd., To- 
ronto, is considering consolidating 
all its advertising in one agency 
and has queried 15 agencies about 
their services. Presentations are 
expected to begin soon. 

The company and its subsidi- 
aries now use five agencies, in- 
cluding McConnell Eastman Co. 
and Stanfield, Johnson & Hill. 


To National 
Advertisers 


Study the retail advertiser 
picture among New York's 
seven dailies. For instance, 
what paper is first in hotel 
and restaurant advertising? 
The Mirror. 

When such a great store as 
Abraham-Straus puts 
Mirror in second place 
among New York's seven 
dailies in total linage used, 
it, means just one thing: 


7 Make 
The Mirror 
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They Put 
“Automation” 
In The Dictionary 


Much U. 8. production was already automatic by 1948. But the 
idea of automation was not only new—there wasn’t even a word for it. 

Then came the October 21st issue of AMERICAN MACHINIST/ 
METALWORKING MANUFACTURING with its story: ‘Ford Handles 
By Automation’’. A word was born...coined by Ford’s Del Harder 
... and with it, a new concept of production. 

What kind of magazine . . . and what sort of editor . . . could 
have this influence? 

In his 22 years as editor, Burnham Finney has made AM/MM 
the first place the metalworking industry looks for news of trends 
and developments. His own series of three articles on automation 
in 1955 won the first Jesse H. Neal award for outstanding editorial 
achievement in business publications. Other features under his 
direction won Neal awards again in 1957 and 1959. 

Finney himself is a rare sort of editor—except at McGraw-Hill. 
He doesn’t wait for news to come to him. He goes to it . . . seven 
trips to Europe in the last nine years to report on the latest devel- 
opments there, and endless prowling through domestic plants. 
In an average year, he will log some 30,000 miles of travel, plus as 
many as 2,000 personal contacts with metalworking executives. 

Backing up Burnham Finney on AMERICAN MACHINIST/METAL- 
WORKING MANUFACTURING are 16 other skilled editors. Like Finney 
himself —like all McGraw-Hill editors—they are seasoned experts 
in the fields they cover. Their objective: to give readers the infor- 
mation they need to help do their jobs better. 

This is one big reason why over 1,000,000 key businessmen pay 
to read McGraw-Hill publications. And because they’re vitally 
interested in what goes on in their fields, these men are a receptive 
audience for your advertising. 


Ten. Mc Graw- Hill 
—_—o oS 


. 
Surat 


McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


¢ Here, at an automation operation, an intake manifold is milled and 
drilled on a production line operated from the console panel at the 
left in Ford Motor Company’s engine plant at Dearborn, Mich. 

The men, left to right, have all played a large part in automation: 
John Dykstra, Vice President, Manufacturing, at Ford; D. S. Harder, 
a retired Executive Vice President; and Burnham Finney, 
Editor of AMERICAN MACHINIST/METALWORKING MANUFACTURING. 
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‘Taken at Flood’ 
Is Gunther ‘Inside’ 
Account of Lasker 


New York, Aug. 17—Albert 
Davis Lasker, advertising’s great 
pioneer, who died in 1952, was a 
man who “liked tidiness, a chal- 
lenge, people who made good, con- 
versation including particularly his 
own, movies, shop windows, change 
of pace, practically anybody in the 
newspaper business, rich food, men 
who stood up to him, to learn, and 
above all, to win.” 

Mr. Lasker’s catalog of dislikes 
included “pets (cats in particu- 
lar), trains or airplanes not on 
time, failures, to be alone, to be 
bored, anything badly done, any- 
thing false, bitchy women, and 
above all, to be wrong.” 

What made him a tremendous 
success “was not a desire to out- 
strip anybody, because he seldom 
paid the slightest attention to 
what other people were doing. 
Probably the answer lies in a 
combination of ego, natural ener- 
gy, and a delight in perfectionism 
for its own sake.” 


s This partial profile of Lasker 
appears in a biography by John 
Gunther called “Taken at the 
Flood: The Story of Albert D. 
Lasker,” to be published Aug. 24 
at $5 by Harper & Bros. 

“Taken at the Flood,” parts of 
which appeared serially in recent 
issues of Look, leans heavily on 
“The Lasker Story,” published in 
26 issues of ADVERTISING AGE in 
1952 and '53 and re-published by 
AA in pamphlet form in the lat- 
ter year. “The Lasker Story” was 
edited from a 180-page steno- 
graphic report of a two-day talk 
which Mr. Lasker made to execu- 
tives of Lord & Thomas in 1925. 
The talk exposed Mr. Lasker’s 
history and philosophy, his dreams 
for the future, his concept of how 
to make his agency bigger, bet- 
ter, and more effective. Mr. Gun- 
ther calls this talk “invaluable” 
and “indispensable.” The original 
manuscript, as AA noted at the 
time, was made available by Don 
Francisco, one-time president of 
Lord & Thomas, now retired. 

“Taken at the Flood” is also 
based on Mr. Gunther’s acquaint- 
ance with Mr. Lasker and on in- 
terviews with many persons, in 
and out of the advertising busi- 
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ness, who knew him or who came 
in contact with him. 


s The book, says Mr. Gunther, 
“is not a book about the adver- 
tising business. It is a book about 
a man, a human being, a person- 
ality, whose story follows a clas- 
sic pattern of prodigious success 
and bitter disillusion—and then 
contains an additional offbeat ele- 
ment of fruitful rebirth.” 

But it is drawn largely from 
the world of advertising since Mr. 
Lasker spent 44 of his 72 years 
with Lord & Thomas. The book 
re-tells many old anecdotes about 
the fabulous A. D. Lasker, and a 
number that have something less 
than wide currency. Over-all, it 
presents a narrative that daytime 
inhabitants of Madison Ave. should 
find fascinating. 

Some objections, however, are 
almost ine-‘table. The story, as 
Mr. Gunther recounts it, makes it 
appear that Mr. Lasker scarcely 
ever had help. While there could 
be no successful quibble on the 


score of Mr. Lasker’s genius, it is 
equally true that he surrounded 
himself with men of rare talent. 
Their individual contributions to 
the Lasker legend are here fre- 
quently anonymous, or attributed 
willy-nilly to Mr. Lasker’s own 
fecund mind. 


= Otherwise, the book is a swiftly 
paced recital of the trials and 
triumphs of a man who started in 
the agency business as a $10-a- 
week clerk; who remained in it 
because he had to pay off a $500 
gambling debt; and who ended by 
taking perhaps $50,000,000 out of 
a business that made many more 
millions for national advertisers. + 


Grant Names Sherry 
Exec VP, Bauder VP 

G. Gregory Sherry has been 
mamed exec vp of Grant Adver- 
tising, Chicago. Mr. Sherry joined 
Grant in Chicago in 1953 as region- 
al account executive on Dodge. 
Named a vp in 1956, most recently 
he has been an account supervisor, 


duties he will continue to handle. 
Before joining Grant, he was a 
partner in his own agency. 

Grant also has promoted George 
Bauder from assistant director of 
research to vp in charge of domes- 
tic research operations. Mrs. Kay 
Sheldon continues as vp and re- 
search director, in charge of world- 
wide activities. 


C&W Adds 1, Boosts Snyder 

Cunningham & Walsh, New 
York, has been named to handle 
advertising for Leyland Motors, 
British manufacturer of diesel 
trucks. Leyland is a subsidiary of 
Jaguar Cars, also a C&W client. 
Cunningham & Walsh has named 
Julian M. Snyder a vp. He is an 
account executive in charge of di- 
vision advertising on the Texaco 
account. 


Burlingham Joins Western 
Lloyd Burlingham, agricultural 

editor and farm broadcaster, has 

joined Western Advertising Agen- 
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cy, Chicago, as radio and televi- 
sion director. Holding the record 
as the longest continually spon- 
sored agricultural broadcaster in 
the nation, his program, “This 
Farming Business,” has been on 
the air since 1938. 


Dahl Rejoins Norman, Craig 

Richard A. Dahl has rejoined 
the staff of Norman, Craig & Kum- 
mel as an account executive in the 
Colgate-Palmolive Co. group. Ori- 
ginally, he was an account execu- 
tive in the international division 
and since has worked for Johnson 
& Johnson and, most recently, 
Grey Advertising Agency. 


Epic Adds Six Accounts 

Epic Advertising, Temple City, 
Cal., has been named to handle 
advertising for six manufacturing 
accounts. They are Mercury Air 
Parts Co., Curtis Nuclear Corp., 
MHD Research, Westline Products 
division of Western Lithograph 
Co., Audio Electronics and Manu- 
facturing Associates. 


TLE RO ae 


Latest word from our corre- 
a spondent in Hollywood con- 
=e cerns a new producer moving 


; into his lavish new offices 
7 who had his interior decorator on the 
carpet because she'd forgotten to include 
a studio couch. 

wirf-tv Wheeling 
Woman on telephone at 4 A.M.: ‘Doctor, 
what shall | do with this rectal ther- 
mometer?"’ 
Doctor: (Censored). 

wirf-tv Wheeling 
We have a sales-boosting merchandising 
plan and George P. Hollingbery will give 
you the specifics. 

wirf-tv Wheeling 
Seven year old to his teacher: ‘'!| don't 
want to scare you, but my pop says if | 
don't get better grades, somebody's 
gonna get their fanny whacked."’ 

wtrf-tv Wheeling 
Sales M Smith says that 
the only other figure that impresses him 
is the $1,725,000 rung up in retail sales 
‘annually in the Wheeling TV Market. 

wirf-tv Wheeling 
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AiR EXPRESS goes where the jets go. It has ever 
since the first commercial jetliner roared skyward. 
But 600 mph speed is just one more reason pro- 
gressive businesses hail AiR EXPRESS as America’s 
modern way of doing business; there are others: 
Like the sure knowledge that AIR EXPRESS gets 
first priority treatment on all 35 of the nation’s 
scheduled airlines. It’s always first on, first off— 
with new loading systems tailored to the jet age, 
and kid-glove handling every mile of the way. 


AIR EXPRESS... 
FIRST ON, FIRST OFF 

».e FIRST CHOICE 
see NATIONWIDE! 


WAY OUT! “You say it was night time. 
You were at least five blocks away and 
still you saw the defendant shoot Percy. 
How far can you see at night?" 
“t really don't know. How far is the 

moon?” 

wirf-tv Wheeling 
Six easy letters and you've got the answer 
to selling the big and buyingest Wheeling 
Market TV Audience. 

w-t-r-f-t-v 
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Advertising Age, August 22, 1960 


LaRoche Names Haberman 
and Bromley on Merck 

C. J. LaRoche & Co., New York, 
has realigned the account group 
handling Merck & Co. agricultural 
products. Dr. Jules J. Haberman, a 
veterinarian, has been appointed 
account executive on animal health 
products, and Stephen B. Bromley 
has been named account executive 
on animal feed products. 

Dr. Haberman joined LaRoche in 
1958. He was previously with Er- 


win Wasey, Ruthrauff & Ryan and | 


William Douglas McAdams Inc. Mr. 


Bromley joined the agency in June | 


after 10 years in advertising, sales 


promotion and public relations po- | 


sitions with American Cyanamid 
Co. The account group was for- 
merly headed by Joseph Swan, who 
has left the agency. 


Holtzman-Kain Acquires Ziv 
Holtzman-Kain Advertising, Chi- 
cago, has acquired the John Mar- 
shall Ziv Organization, Chicago, 
public relations company, for an 


WORLDS ONLY 
JNDERGROUND 
SUN ROOM 


“urtesy , of 
TAN-O-RAMA 


TANNING LOTION 


undisclosed sum and will operate it 
as a subsidiary under the manage- 
ment of John M. Ziv. Simultane- 
ously, the John Marshall Ziv Co., 
Chicago, will be discontinued and 


CAVEMAN TAN— 
The young lady 
is distributing 
free bottles of 
Tan-O-Rama tan- 
ning lotion to 
visitors at Mera- 
mec Caverns, 
Stanton, Mo., who 
might get worried 
because the sun 
hasn’t shone in 
the caves for 
100,000,000 years, 
said the press 
agent. 


rector of Holtzman-Kain. 


Vickers Petroleum to Lago 
Vickers Petroleum Co., Wichita, 
Kan., has appointed Lago & White- 


its accounts transferred to Holtz-| head, Wichita, to handle its adver- 


man-Kain. Kenneth W. Hayden, vp | 
and general manager of the Ziv) tive Oct. 1. Present agency is Roger 


tising and public relations, effec- 


companies, will become creative di-| & Smith, Kansas City, Mo. 
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Publisher Plans Poll of Advertising Men 
on Single Audit for Business Papers 


Cuicaco, Aug. 18—George L. 
Milne, president of Domestic En- 
gineering Co., business paper pub- 
lisher, believes that a single audit 
for the business paper field makes 
sense, and he is backing his belief 
with an advertising campaign. 

Earlier this year, the company 
ran a series of ads in advertising 
and related publications to express 
its belief in the efficacy of a single 
audit. Now it plans to carry the 
campaign further, with advertising 
designed to get an expression of 
opinion on the subject from adver- 
tisers and agencies. 

Advertising shortly to be ad- 
dressed to the advertising field 
will urge admen to vote in an 
“auditing practices opinion poll.” 


= “If advertisers and advertising 
agencies really feel strongly either 
for or against this proposal, here 
is the perfect opportunity for them 


ence r 
ssialaasa | RE ; 


OY es 


Other reasons? Dependable overnight delivery 
to more than 20,000 communities. Prompt pickup 
and delivery service by the AiR EXPRESS fleet of 
trucks — many radio-dispatched for maximum 
speed. Immediate confirmation of delivery, too, via 
the giant AiR EXPRESS-operated teletype network. 
And, in some areas, helicopter service links small 
airfields with major terminals. 


ee 


That’s why, more than ever, it pays to think fast, 
think AIR EXPRESS first. One phone call is all it 
takes to enlist the skills of thousands of AIR 
EXPRESS specialists— and speed your product 
FIRST TO MARKET... FIRST TO SELL! 


AIR EXPRESS 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY «+ GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 


to have their opinion counted,” Mr. 
Milne said. 

“If the returns are early enough 
and in sufficient volume, they will 
be presented to the board of direc- 
tors of the Audit Bureau of Cir- 
culations at their meeting in 
Cleveland Sept. 9. 

“In addition to asking whether 
or not admen favor a single audit 
or a common auditing form for the 
existing bureaus or the status quo,” 
Mr. Milne said, “the poll will ask 
specific questions regarding the in- 
dividual’s role in business paper 
selection as well as_ pertinent 
questions relative to their attitude 
toward existing auditing organiza- 
tions and practices.” + 


Bressler Joins Leo Burnett 


as VP and TV Copy Director 

Harry Bressler has joined Leo 
| Burnett Co., Chicago, as vp and tv 

‘ copy director in 
the tv commer- 
cial department. 
Mr. Bressler 
previously was 
vp and creative 
supervisor of 
Ted Bates & 
Co., New York. 

Prior to join- 
ing the Bates 
agency, Mr. 
Bressler was as- 
sociated with 
Doherty, Clif- 
ford, Steers & Shenfield and Mc- 
Cann-Erickson, both New York, as 
a copy director and supervisor. 


Rabin Adds Continental Boat 

Continental Boat Corp., North 
Miami, Fla., has named Jules Ra- 
bin Associates, Valley Stream, 
N. Y., to handle advertising and 
promotion. 


Fina Joins North as Art Head 

Charles M. Fina, former art di- 
rector of W. L. Towne Co., has 
joined Charles W. North Studios, 
New York, as art director. 


Harry Bressler 


Traffic 
World 


is the weekly 
newsmagazine of 
transportation 
management* 


in every industry 
and in every mode 


of transportation 


* 

the men who set transpor- 
tation policies in their own 
organizations and collec- 
tively form the national 
transportation policy — in- 
dustrial traffic managers, © 
carrier executives, port au- 
thority traffic executives, 
public warehousemen, 
educators, government and 
military officials, transpor- 
tation attorneys, chamber 
of commerce officials. 


See our Service-Ad 
in SRDS Class. 148 
ys 


Teagie pa Paty ow a RED PO Se ead a See” ate Re. pee 2 fs Pee . Ria aie eae ta ig 
eee ae e y te s a of fe ya : te. aoe ni ies, = % 
3 ere oe “he p i ee eee Ss . i Pant 
= E ’ es Sn i ane Oy Oe en pe : ea are Pate Me uN as ead jo . : 
a : ie . re, 
ee es 
ee 
ve? | 
° *, ? - , | = 
ere 
vk, Bey 
+e i yy ‘ 
2 > ae 
Een. 
7 Bae 
f. ey ales 2 
: ’ we 
Pie Sti YY 
my es % 3 
Py ae o py 4 - 
Mi 5 ~ 7A ‘ 
i a « & . 4 
. a a, do ter au 
" 7 apt 3 ae 
ee avert Pt 
ye J Da a 
a 3 ‘ 
i __ _———.. ot 
i oe ee $ eit * 
ee —— | 
mo a 
a 
ee — 
; ee 
: a i ia i ma a a armen tint i alain a a a a ne a 
| 
¥ FOR NE a eo re ' 
; 
es N Pt aa *aehin <i ; 
pec riati Ce he ee j in 33 iS aed Se 7 
hes TR ice, ass pn eae is De hae ea reas ae 2 : Pris Se : . 
erie eT Tie 2 : GRRE A 7 
: , : : hee oe . 
4 ; Fe 6c. ee ee ae : 
me $3 5 SAbe r = ks. Nal = 
pe? ee Ps gee i fea he oe 
oe prance Pe an —" ee eee . 
i oy e pel ete jatemens = 3 ed ve : neat oe Pe a: ss 
of Bagh Ng ete Woes aii on . Bc es ai make a, 
ie os ° . aes son nuh ie illo hte Se ae oo. ei : 
ik : , ns oy a eee me erage ieee ai : 
ee : spirit ae MOR aia ‘ scat To cana in a ~ — a 3G 
i — RS aaa ee? i aor al ci tal ‘ 2 i eee eee . ie 
Qe ee sees, Sh SaaS ae : ac “eer " eS vs 
ae ae ee ie Ps ee ig eee _ ual : +3 
aa a a ey eo ae poi ay paeereaae ss ae ri) Bee. : 
bef , el es SC BREE i a Bd — cide — ae q come ; oe tO wate : é 
: De ae A pomverR _— ; re 5 é \ ‘i - 
; Es ee . : A cA AA | 4 
j ‘ i cer: = <A ee ee 2 
rr “ia Benes - gas ie * ‘ i gchar Ae : , 
cen Peet —. E all: ince tm ; oo _ a. rs ae : | 
Te Ea 3 04 Ss a) 6 ys 
cht seam ar pte Sees. | ; “ i, ee 
oe, ca FP AL wlGY aeeur S 
A cana Pee ge SAE | iy : ect > 2h ee | Oe) ; 
ai ie a nae oe ae st ig aac white ees —s i | 3 
.  __ar allie “ : eee Pe a, . iticteeeeee el . 
LR 3 Sle Tar ia See = is a Pag ee Esai - . ied 2 ae i 7a eu 
Ve eee yO ae a Pk eke Serre ~ ae @ i : a }) : 
Be: ie isa ties = % ¥ - ‘ hae nhs a fentas wis rae cl : ma a Caches se 
a : - ~ ‘ see j IPN ie TR oy ee Gone iy ? 
al i . ra ae ie % A | af 
Be aa RS ae ) i eet 3 oe ee 
pe Be ae ae Pay ty oe ee | ft a 
5 ‘ d eS , Ser Fe __ eee ee fies Sete P a 
sia TT ee ; ; pre ‘ ee ae ees ee ee 4 
Satins —_— ‘ Tanager aes ee ee : as ee (gat | : 
es _ . ‘ aie mites Fd iat ies bur es Nees ti . etluent 4 | i 
Bae we ie » ‘aie 3 Se aes ieee E..” sania tea ee 2 uae AR. bad | B ty oe a us } 
a: an RP, Sh 2 ; z Re tol ep a - re - + oe ti ae Bec aay sae Ae # 
ERSTE oh ane ener eee ene : a, gh giemaguatinllase a a Etec coe =f ES w Ce 3')) Se eee SP q 
0 a eee ee ee eas eee Be a ON a } ; 33. 2 Sead ae eae 
: Bt eae ie Weeaec ree am ae ee eae Mas aS ee a i ie age Dames ¢ 
Be a ala ae Re eons: cae Sane RES? MS ened! es o. a ee Vccey oe 7 4 ‘i ies NRE ne APE tee" 
Se diet yepee ee aE 3 ey a Ree ees ioe. Wen eety Se Say 2 eats, _ 7 = ir 
d cr) ‘aoe isa rs wae of or ee ae, ca aa ae fe 4 * 3 4 y F 
eee eo Te: fide. <" Sorte cee Bee) OL tes - : sic Jabali ag Mi riceranee eet ae q UR & 
| See a i ee WR Cate 0 gee: *.~ a es Bee ee. Ne ae Pee, : - ge ee f 
any : a erie — e pci Se ea ere, ee i : ‘SS : 
| 2 ee Slaaae eee ey ; SSS _m~ - ‘ 
; ec ane ieee , " 0s ae ea i AY gene va Bee ag cas A al ; : 
tks io come a of See a as ‘ 
a. ie 4 io _oeme bee ¥ me or | 
<acee (ter al gmt “AOE a aie : . ey? bai iat ane f, aaa a 2. * ji ¥ g Be: 
=i of es eee nO ee eae. Vere re Pug x fae ie  F) & “s St aa 
a we wae ia, Se oe Mela Baie S Ee at, ine ellis 
— : ee ee ee lls ‘ | 
= wine al —e Ane eae eee Li ea ee Sy SS See apeomeomaeeet pencil Fo er be a 
2 , on “ Sere , Soe i Se ae a 2 a ee * g? , 
S we ail . ’ ; OR Bie ee, is 
eee: 4. . 
, ier: ek ee 
een Ale - neste 
ny y Wy . < euigies 5 
ae foe ee F acs ‘ ° oR : « 
4 oe : ; < greens fe ; ee fee 3 
eae” 4 Me gen Sty é: ar t i - eshe < 
“es ee ae ee : : a ee ee , " 
id i A : beet ee ee ca Weer cys nals oy A ~~ ; ee ye a he ee eee cma pee : ee: ~ 
aa ere i, See oe ee a eerie Fes cones apcaaees re ent Rs he eR oy) oi asin P 
FREON Bee ee eee ee eS eae nem SR ee ee Wich Ch Sim cas 
Wing ear ue ee ge ea Bote ie eh peaeee Be oR ercmecen ef Spats ee eo eos OS eae aut ot cea ene ert 
as peta ae EN ile a erg RG Cyne Poe ee > a meee. 7 eae ope ie eee ey ‘4 
iy ree) Ws Br eer te sgh Cy eps. : : 5" foc aas Sa ge an Cole De a cee Rt ay wi epee = Mise Ps 
Eee = =§ ere ee ~ 2 ; : SR ee ene aren sca eine iar Sa 
VET ey a ‘Ney ests eae SN ah ee Pare y= sree et ee ee ce ha aaa a 
0 Sine oe . ea Fae cae aes Se res alas and. puummrrmmrtemmmnmnn: ok ener Ory 
el SEE ee cee) a” ‘ : waders ier Re ths eur eeu RESIN ere oi ey 3 )e foal Cee ee es 
+, (“RE om to cpr pacers meealtse tS FS eine SI PG aon A x. ne tay 
Ab. eee 2, Se aad patted 27 Bie cin . - ‘s, + pe eee a, oe ue ee gen Sane a a 
ee ae * SCH aR Seep S| ae . i - SRR Bra aetna ata cp hes ait Ree aa OED oe 5 Ne ce os > 
a re i iaeniah re i ie aries Serpe eo ee a > peter s Be eel og 2 cat cee es Shee er aa oth SF eee eh La im 
aR ei ni i ee — aie ane: : cee ig oars Aaa Sie. 1 
Bo ee on ei, ee — ‘ Oe as ae Ne ecg eee pee : Byes os Heit S “ie f 
re ae Cg ke hee eine =. De Sa ae ee ™ af a a s Se epee ee eet ere te ce a eee gh SR oe Bit cyt a ie 
ay VE ann gee tlle Be i FS rene 2 +e : ae : ” > a8 eon : ren ee ER ra rT en eee nee ae ered 
si ey he pm ¥ ji Bay ae i - ha (eh cae = aoe oe 3 x F 7 ; 
i padi -. -ocae aea esis cae a oe — Se ee ec! ieee pe fe aes <i ee Rie pas 
i a a a | ee ane ae ote ar siphithies ne * . See svi oad * Oren, ak > eRe. See ee shee Ree ¢* ; , 
me ee meron SR gay ea Ss Ri i ie re : Sr Eas eee : =A es fiat 
Mh he ar es) Rh os 3 ay “i —— ee oie ee ore Bee ee CS PRO eee 1 aa ap Nant 
Pee ee oe eee Bs ene e eee Msce RE 0 rea ee dc), ke ee Gye 
Ba Beers yo seas oe he Re a le, ae a he oo ee eg gl Pray een Wp se RAE el ea na erie ee ies nat Tae bs seks : 
\ Saar ie <TC eianh ” : ag pose RR a ee Pa ee ee era dime samen to 4 
Rae es ae ae = -— eae eee oe ; lt E ee Ce BG ae Sot eae a ete ee, . 3 
nth aaa pet Bea ig 2% Cr os Ries erage E x : wR nie At as pion cee a . ps ee Fe eS + Be Pee 
so .— - sg 2 Aa 8 to 1B Se i ° 4 Lae gs aah mp  be eae SRS ee ae ‘nrg Rowe et eae eee Lay ae las 
Eraat = Woe eg gical “seca ete ve hen eee, . 2 ale [oe ee Re eet” eae eee Sas ee Se oh ae er a 3 
EE ERe Teen iad Se ee ae 5 ie aeons “ Zaz Be a te ae a i eer a Glee te aan eee hia A % & 
FREE MeRa ee era US eae EY, =e Bess) oe NS eee Nanas es a oa oe oT Nae AR RO eet me re om 
Se Na a : wreey yee a eee Bn pets TR din a ME Sree, ee eee at 
‘ ee iui a sure 2g — & ete: TE: ie a aes Oe heaericky Pe a — = ince nes CMA eh Ra ee ee ; 
| Pa Woe Poni - Y ca ee a pale ts " eee ee Soh ara saat nn } 
" a yes i o ¥i F + P ™ ene ; 
j » 
| ; } 
| j 
| ] 
i 
| ‘ 
| ‘ 
: 
i ,? 
i 
f i 
; & ¥ 
| ’ ’ 
| ye SS ; 
ps a Re ae AR od ce Bias oe oo 2 
a Te ee RS EME BUE Nn Se ee ee nt wie eee ‘s 
PR RO Es Te ty PL ESEN at ah see EN Ee eR PEP 
ae te ph ely Gree GONE ne RA PORE Ge eee eee ee 
: all Me hg ee eee ein i eee Gi eG A iatetlatans, terrace a Se Dy) : : 
% at cide a te mhoee ca EE RR ON OS Ee pes apa em. 20 sae : : i 
RE Ee | | gem >" a ee ea eee a : 
Pe ects ys Sie eo vee Ra cl ieee 2 ae 
: eee se Eee eee 


“o Advertising Age, August 22, 1960 
D ‘TV Guide’ Adds Four . os s ss . 
@ There's only one 
5 se ests | Eatvons: Realigns Others Farm Publication Advertising Expenditures by Class 
‘a Sia wee | ee Guide has established four 
zines. BACON'S is | new regiona 1tions: ew exi- Ht 
BACON’S ine apeciallst 9 |co, Florida, Minnesota and the Da- First 6 Months of 1960 and 1959 
- kotas. Formation of the new edi- 
ete eee | tions, together with a realignment (36 Farm Publications) 
plete list and un- | of the magazine’s editions in Okla- : ° 
for matched methods | homa, North Texas and South Tex- Source: Farm Publication Reports Inc 
COMPLETE :ecy. Gacon's is 8, brings to 60 the number of re- 1960 1959 1960 1959 
= mutt |gional editions published by TV | AGRICULTURE $15,625,481 $15,505,136 PUBLISHING & MEDIA 2... 333,776 $ 329,037 
COVERAGE Ask for Bulletin 59 | Guide. Changes are effective with General and Industrial Equipment 508,180 448,077 
the Sept. 24 issue. Irrigation Systems, Equipment & SMOKING SUPPLIES. ..............cc00.00.0000 325,992 334,462 
of OUR READING LIST 8 UN PSS eines 211,580 201,366 
Publishedas | Ametrano Joins Barlow Farm and Crop Equipment ............ 3,468,134 3,678,164 | HOUSEHOLD FURNISHINGS ............ 207,967 208,876 
MAGAZINES! ert i Albert E. Ametrano has joined | Farm Tractors: .........cccsse%en 1,836,926 2,215,128 
or directory. | Barlow Advertising, Syracuse, as a Dairy, Poultry & Livestock Equipment 892,510 969,659 | CLOTHING .. 172,663 208,080 
: BACON'S | copywriter. He formerly was copy Dairy, Poultry & Livestock Feed ... 1,958,103 1,808,580 
BACON'S PUBLICITY | chief of Flack Advertising, Syra-| Dairy, Poultry & Livestock Health SOAPS, DETERGENTS, CLEANSERS 
CLIPPING —now aah ems cuse. Products & Services .........-:c0c00+ 1,994,576 2,028,859 & POLISHES 117,090 155,112 
BUREAU [naires Agricultural Chemicals & Fertilizers 3,083,950 2,636,637 
PICO occurcte. 352 p.p. | Homestead Names Wyman ne 55,888 77,788 | RETAIL & MAIL ORDER HOUSES ...... 76,391 139,874 
EMME —$25.00. Send for | Homestead Ravioli Co.,San Fran-| Seeds, Bulbs & Plants 0.0.00... 1,212,509 1,032,807 
your copy today! cisco, has appointed Wyman Co.,| Miscellaneous 2.0.0.0... 403,125 408,071 | RADIOS & MUSICAL INSTRUMENTS 75,074 45,758 
San Francisco, as its agency. 
MI rsd cadncsdasessstpcancpatscne 3362,972 3,237,357 | TRAVEL & RESORTS ......cccccccssecssecseeosms 68,910 67,845 
I ae ini cccsskbssegsesetenss 427,245 495,123 REE i ae 62,387 59,337 
RR 1,314,000 1,136,791 Acc SN ctscrtlesitensionibedinnlic: 6,523 8,508 
Industrial & Garden Tractors .......... 164,195 161,087 
re 936,520 1,012,768 | SPORTING GOODS & TOYS ............ 58,808 88,016 
Accessories & Equipment ................ 521,012 431,588 
RADIO STATIONS ........cccscsseescseesssseen 26,345 23,699 
ee 1,701,876 1,802,867 | 
£ Building Materials .............cs.0-0s0- 951,297 1,135,954 | JEWELRY & OPTICAL SUPPLIES ........ 26,217 33,769 
Major Systems & Appliances ........ 192,919 176,577 | 
OE ERS 405,342 305,656 | DRINKS & SWEETS o0.0....ccccccccccsssesseen 21,956 49,526 
e Paints & Varnishes ..............-0c0-0000+ 152,318 184,680 | 
OFFICE EQUIPMENT, ETC. «0... 19,412 11,150 
ein siscsssarcpcesesins 1,003,397 975,754 
s BEER & WINE 5,071 7,450 
HOUSEHOLD EQUIPMENT & 
(DES ee 818,895 1,041,651 | ENTERTAINMENT 4,132 6,436 
; Sqr a : . Major Appliances. ...............00008 656,853 756,994 
| Negroes in six important Rounsaville Radio areas know what Wileree Pipa OOe escsecesnnsesscnsosores 162,042 284,657 | PUBLIC RELATIONS -cccscscssccssssssseee 674 6,743 
’ they like. Each year they spend 80% of their near-billion dollar , 
, income on consumer goods they like. And you must aim right FOOD & FOOD PRODUCTS oon... 792,658 BBB. | AVIATION ccccccccocsscncsesnssessnssesnnen 48 
or you miss the buying power of these Negroes . . . consumers SES 302,865 376,186 
with $824,000,000 to spend—AFTER taxes! This enormous con- Canned & Packaged Foods ............ 173,116 321,892 | MISCELLANEOUS .........cccccssssccssssseseee 60,835 84,119 
sumer potential can influence the national sales picture of any ame a 157,027 123,534 
product. And NEGRO RADIO, and ONLY Negro Radio, can MibecOMGROCUE 6.cee.cn.sscceccessssscssssssesese 159,650 162,203 TOTAL COMMERCIAL ADVERTISING 26,884,403 27,246,197 
reach them. Over 95% of all Negroes listen to radio! Negroes buy 
the products they hear about on their radio—NEGRO RADIO. are & pig _—" eovceseccece Hie canes POULTRY DISPLAY ADVERTISING. .... 415,435 516,635 
A proper part of your advertising dollar must go to Rounsaville > wrap ee iamaaatmemmeamanenaana ‘ , 
Radio, or you miss this market! Get the facts on Rounsaville | Medical ovvv-vvveernrvenrsrnnerneerrnneennens 655,026 651,449 | LIVESTOCK ADVERTISING. ................ 212,567 205,799 
Radio—all six stations are number-one rated by BOTH Pulse and 
Hooper! Call Rounsaville Radio in Atlanta, John E. Pearson, or INSURANCE & FINANCE ..........000000:. 649,198 522,732 | CLASSIFIED ADVERTISING ................ 684,138 678,261 
Dora-Clayton in the Southeast today! SERVICES & COOPERATIVES ............ 569,339 559,491 GOED DCA aaiccncscnescasseosccenns 28,196,543 28,646,892 
Personal Letter Cihlar, Miller Join Wentzel Re cee ey re pa f Mes oth See GR okt. | 
Orr Cihlar, formerly a copy-| | h b it fi fd 
Everyone in the world appreciates recognition. Certainly the people writer at Barber-Greene Co., and | gee a or. m n g ° 


to whom we program, the American Negro, is no exception to this rule. 
That is why we, at Rounsaville Radio, program exclusively for the Negro 
with Negro talent. Our continued success at Rounsaville Radio is based 
on this knowledge and how we use it. We play 
the music he likes, feature news of interest to the 
Negro community, and highlight his achievements. 
You can make excellent use of our Know-How to 
sell your products. Call on us, we'll be happy to 
help you. We are one of the oldest and the 
largest broadcasters in our chosen field. 


Betty Miller, formerly a_ special | 
service editor with Field Enter-| | 
prises, have joined the copy staff| ~ 
of Wentzel & Fluge, Chicago. 
| 
| 


Fortify your future with young physicians 
as they establish their prescribing habits. 
Most of them read THE NEW PHYSICIAN for 
over seven years as their official journal. 


THE 2 


NEW PHYSICIAN 


Reaching interns, residents, newly established doctors 
and medical students. Official publication Student 
American Medical Association. 

430 N. MICHIGAN AVENUE « CHICAGO 
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Sutphen Joins Knox Reeves 

Dick Sutphen has joined Knox | | 
Reeves Advertising, Minneapolis, 
as an art director. Mr. Sutphen | 
formerly was with Bozell & Jacobs | Bs 
and Allen & Reynolds, Omaha. 


RosBert W. ROUNSAVILLE 
Owner-President 


| 
i 
Healy Opens Tampa Office | 7 
Healy Advertising Agency, Mont-| 
clair, N. J., has opened an office in| % 
Tampa, at 308 Tampa St. | @ 
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FIRST U. 8. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati'’s Only all Negro- 
Programmed Station! 


WLOU 5,000 Watts — Louisville's 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 


WYLD 1,000 Watts New 
Orleans’ only full time Negro-Pro- 


Which twin has the phony? 


Telling the phonies from the real thing 


only all Negro-Programmed Station! 


WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 
Programmed Station! 


grammed Station! 


WTMP 5,000 Watts — Tampa- 
St. Petersburg’s only all Negro- 
Programmed Station! 


BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE! 


ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


Ropert W. ROUNSAVILLE 
Owner-President 


JouHN E. PEARSON Co. 
Nat'l Rep. 


sav 
at- eat ¢ 
Kur 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mer. 


Dora-CLAYTON 
Southeastern Rep. 


is usually a pretty simple matter. And if 
you insist on the real thing in Service— 
time after time—don’t settle for less than 
the service you expect from Century! 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, Inc. 


Electrotypes + Travis R.O.P. Glass Mats 


Plastic Plates - B & W and Color Proofing 


Duplicate Photoengravings 


160 East Illinois St., Chicago 11 « DElaware 7-1541 
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MANUFACTURING EMPLOYMENT 
Circulation concentration in the top 100 counties 


latest available publishers’ reports: TIME (3/23/59) ¢ Holiday (March 
1957) © Life (10/26/59) « U.S. News & World Report (3/28/58) ¢ News. 
week (3/23/59) « Reader's Digest (April 1959) « Look (3/18/58) « Better 
Homes & Gardens (April 1959) *« Saturday Evening Post (3/14/59) 


IN MANUFACTURING CENTERS 


You find more than 61% of this coun- 
try’s manufacturing employment in 
just 100 of America’s 3,070 counties. 
In those top 100 counties, TIME 
concentrates more of its circula- 
tion than does any other maga- 
zine of a half million or more cir- 
culation. More evidence that TIME 
gives you concentration and cover- 
age—where it counts. 
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Killers, Deviates Are Glorified in TV 
Westerns, ‘American Heritage’ Writer Says 


New York, Aug. 17—Nowadays 
tv viewers think of old westerners 
like Wyatt Earp and Bat Master- 
son as clean-cut gentlemen who 
staunchly upheld the law and 
helped civilize the West. 

Not so, says Peter Lyon, free- 
lance writer, in the issue of “Amer- 
ican Heritage, The Magazine of 
History” published Aug. 15. 

Mr. Lyon has done some pains- 
taking research on Wyatt and Bat 
and other glamorized frontiersmen 
and has come up with a few facts 
that would make Fidel Castro’s 
beard curl. 


= The adjectives he applies to 
these “heroes” are “criminals, de- 
viates, small-time gamblers” and 
horse thieves. Wyatt and Bat, for 
example, who are enshrined in 
separate niches on the tv screen 
but who were thick as thieves in 
life (and they were thieves), spent 
so much time in brothels they 
were known as “the Fighting 
Pimps” by their peers. 

These men along with such oth- 
er famous figures as Wild Bill 
Hickok, Jesse James and Billy the 
Kid (“an adenoidal moron”) are 
often described as brave. But the 
“walk downs” made famous on 
tv, where the Good Man and the 
Bad Man march toward each oth- 
er down the main drag, hand 
poised over holster, never existed. 
Most of these men did their gun- 
ning from ambush. “Wyatt Earp 
and his brothers, shielded by police 
badges, provoked a fight, shot first, 
and killed men who, according to 
three eyewitnesses, were holding 
up their hands,” the author notes. 


= The renowned fight at O. K. 
corral resulted because the Earps 
and Doc Holliday wanted to put 
the quietus on Ike Clanton, who 
could testify that they were the 
ones who had unsuccessfully tried 
to stick up a stagecoach and killed 
one man. 

Tubercular Doc Holliday was an 
ex-dentist and a_ professional 
gambler who, it would appear, ap- 
pealed to none of his contem- 
poraries, probably because of his 
habit of shooting people in the 
back. Wyatt, of course, thought 
highly of him, but then, according 
to Mr. Lyon, they deserved each 
other. 


® Bat Masterson, Wyatt’s pal, had 
no love for the gun. He preferred 
to club people with a cane he car- 
ried around with him (hence his 
unusual monicker). He also pre- 
ferred to mulct cowpokes of their 
dough as a professional faro bank- 


Fine Homes 
For Pets 


Mirror readers are nice, kind 
pure. They love pets. They 
iove them so much that in 
advertising The Mirror 
as attained next to top po- 
sition among New York's 
seven dailies. And, from ca- 
naries to police dogs, the — 
pets love the homes The 
Mirror finds for them. So 
everybody's happy. 

You, too, can get the class 
of the mass market. 


Make 
The Mirror 


er. He managed to get himself 
kicked out of most towns he vis- 
ited and after he was kicked out 
of Denver in 1902 he came to 
New York where he fell in with 
the political bosses of the day. He 
finally ended up a sports writer 
for the Morning Telegraph and 


= 


With his rock-turning research 
Mr. Lyon exposes many more un- 
savory details about these former 
“greats” and throws in such extra 
items as that Calamity Jane was 
an alcoholic and that both she and 
Belle Starr were well-known pros- 
titutes of the day. 


= Mr. Lyon takes to task the mass 
entertainment media—including 
radio and tv—for purveying so 


glamor around the names of such 
stinkers, and points out that even 
such literati as Mark Twain, Aaron 
Copland, Puccini and George Ber- 
nard Shaw have contributed their 
bit to the glorification of the Wild, 
Wild West. # 


Karp Joins ABC-TV Sales 
Marshall H. Karp, formerly an 

account executive with WPIX, 

New York, has joined ABC-TV, 


Advertising Age, August 22, 1960 


sales manager. His appointment 
follows that of Peter Reinheimer, 
who was named an assistant day- 
time sales manager July 28. 


R.O.P. Color Up in First Halt 
Newspaper r.o.p. color linage in 
June totaled 16,573,616 lines, up 
24.5% over the linage reported for 
June of last year. Color linage for 
the first half of 1960 totaled 21.9% 
over the first half of 59, according 


died at his desk in 1921. 


much historical inaccuracy and’ New York, as an assistant daytime'to R. Hoe & Co., New York. 


“If there is one enterprise on earth that a ‘quitter’ 
should leave severely alone, it is advertising. To make 
a success of advertising, one must be prepared to stick 
like a barnacle on a boat’s bottom.” 


John Wanamaker, Merchant 


‘It is a terrific job to ram even the most ele- 
mental idea into the average man.’’ 


H. L. Mencken, Author 


“No good campaign was ever continued too long, 
and no good advertisement was ever repeated too 


” 
often. David Ogilvy, Advertising 


Agency President 


Now-you can 
make your advertising 
on a modest 


New 10% -15% frequency discounts bring Reader's Digest's rates 
below 1960 for advertisers who use 6 or more pages a year 


The companies that succeed most in selling to the 
American public all advertise consistently, year after 
year and all year long. 

Now, in Reader’s Digest, your company can extend 
its selling season by advertising consistently—for only 
a modest increase in your annual investment. By doing 
so, you will actually pay less per page in 1961. You 
achieve this benefit through the Digest’s adoption of 
these new discounts for consistency: 


10% off for 6 to 11 Digest pages a year. 
124%2% off for 12 to 23 pages. 
15% off for 24 or more pages. 


With four 4-color Digest pages in 1961 you would pay 
$43,500 apiece; but you can add two more 4-color pages 
for only $30,450 apiece. This means you can have 50% 
more advertising for only 35% more money. And these 
extra pages will give you the consistency to make all 
your advertising more effective. 

Even if you advertise only every other month, you can 
sell to good prospects every single day of the year. 
Here's why: 


Politz studies reveal that people continue to read a 
copy of the Digest for 24 months. Two months after a 
Digest issue has appeared, it is still being picked up 
and read by half a million people a day! By the end 
of 2% months, your own advertisement has had 
60,000,000 opportunities to sell to Digest readers. 


In no other medium can you be sure to get your adver- 
tising seen so often... by so many upper-income pros- 
pects ... for so small an investment. 

The new discounts also mean that you can advertise 
in every Digest issue with a half page and earn a 10% 
discount (12 half pages counting as 6 full pages). Or 
you can use 12 spreads (24 pages) in a year and earn a 
15% discount. 

You get maximum flexibility. You may earn these dis- 
counts all in one issue . . ..or in any number of issues 
within a contract year. 


A fifth economy for advertisers 


These new discounts are the Digest’s fifth major step in 
lowering costs for advertisers. Previously, advertisers 
gained from these bold Digest policies: 
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Milium Names Kennedy 

Harold V. Kennedy, general 
counsel for Deering Milliken Inc., 
New York, has been named gen- 
eral manager of the Milium divi- 
sion. He will be in charge of sales 
promotion and merchandising. of 
Milium insulated linings in the ap- 
parel and home furnishings fields. 
Prior to joining the company in 


WOR Promotes Biraben 

Jacques Biraben, formerly a 
salesman with WOR, RKO Gen- 
eral station in New York, has been 
promoted to director of sales, suc- 
ceeding William M. McCormick, 
who recently was named president 
of RKO General’s Yankee Network 
division. 


named advertising manager of 
John W. Masury & Son, Baltimore, 
paint manufacturer. He formerly 
was advertising manager of Amer- 
ican Seating Co., Grand Rapids. 


Henderson Named President 
Drexel H. Henderson has been 

promoted to president of Brown 

& Bigelow Marketing Agency, St. 


1952, he was a member of the FBI 
for ten years and an administrative 
assistant to J. Edgar Hoover. 


Backus Joins Masury 


William E. Backus has been 


Paul, subsidiary of Brown & Bige- 
low. Mr. Henderson was formerly 
vp. 


Puffer Joins Reincke, Meyer 
Charles O. Puffer, who former- | 


ly operated Charles O. Puffer Co., | ; 


Chicago agency, has joined Rein- 
cke, Meyer & Finn, Chicago, as 
an account executive. 


Miller to Reuter & Bragdon 
J. E. Miller Co., Pittsburgh, 


distributor of Philco appliances, | 


has appointed Reuter & Bragdon, 
Pittsburgh, to handle its advertis- 
ing. 


“It takes a long, Jong, LONG time to sell an idea 
to the American public . . . It is my belief that 
much advertising fails of its objective because it 


quits too soon. James D. Woolf, Advertising 
Consultant and Columnist 


“Repetition makes reputation.” 
Arthur Brisbane, Editor 


“For successful advertising —‘Keep it simple; say 
it often; be sure it’s true.’” 
Thomas D’A. Brophy, 
Advertising Agency Chairman 


work all year lon 


investment 


1. Low basic rates—set from the start at a far lower 
cost per 1000 circulation than other major maga- 
zines. 

2. Bleed space . . . 40% more area . . . at no extra cost. 

3. Two colors at no extra cost over black and white. 

4. Four colors at the lowest extra cost of any major 
magazine. 


Circulation continues up 


One reason that the Digest can offer new savings is its 
continued circulation growth: Reader's Digest is 
bought and read by more people than ever. Advertising 
rates for 1961 are based on a new circulation base of 
12,300,000—a third of a million higher than last year, 
and the highest in magazine history. 


Advertising at new peak 


Advertisers, too, are breaking Digest records. So far in 
1960, advertisers have invested more per issue in the 
Digest than in any other magazine. Each year adver- 
tisers have invested more in the Digest than the previ- 
ous year; for the last full year there was a 50% increase. 

Now, with consistency, your advertising in Reader's 
Digest can be more economical than ever. And it will 
reach the largest and best group of prospects you can 
find anywhere. 


COMPARE THESE DISCOUNTS 
This table shows what an advertiser will pay 
for one 4-color page, on a cost-per-1000 circu- 
lation basis, along with discounts he can earn 


for consistency: 


Te ene Si, Be. 
Reaper's Dicest.. . .$3.54 10% 12%% 15% 
Sat. Evening Post.... 6.68 3% 6% 9% 
RRs cites voacvones 7.02 — 6% 9% 
Sa ces K64adwes 664 — 6% 12% 
Ladies’ Home Journal. 5.25 8% 5% 8% 
ok | a eee 5.10 — 4% 8% 
Good Housekeeping.. 5.11 — 5% 10% 


Reader’s Digest costs are based on 1961 rates. Costs of other 
magazines are based on latest published rates; some of their dis- 
counts depend on dollar volume: in these cases the percentages 
shown are based on 1-page, 4-color insertions. Ask your Digest 
representative for comparisons based on the space and color 


units for your advertising. 


People have faith in 


eaders Digest 


Largest magazine ciroulation in the U.S. 
Now, 12,300,000 copies bought monthly 


HOLDING POWER—Shulton Inc., New 
York, introduces its 3-Way curl 


spray with “three-day holding 
power” this September with pages 
in Glamour, Ladies’ Home Journal 
and McCall’s. Doherty, Clifford, 
Steers & Shenfield is the agency. 


BRAND-NEW: 

Out of the thousands of 
SATURDAY EVENING POST 
stories read and loved by millions 
of Americans, ITC now proudly 
brings to television first run, 

for the first time, the 


BEST 


OF THE 


=) 


POST 


Pat O’Brien 
... hard-hitting 
action 


June Lockhart 
... tender 
romance 


Everett Sloane 
... Western 
adventuré 


Pulitzer Prize-winning 

auttors like MacKinlay Kantor, 
Conrad Richter, Stephen Vincent 
Ber«:t . . . and many others. 


> INDEPENDENT 
> TELEVISION 
CORPORATION 


488 Madison Avenue + N.Y. 22 + PL 5-2100 
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PHOTOGRAPHIC REVIEW “<a 


SHAPING THE NEWS 
—Sandra Jean 
Neighbors, who 
once was Miss 
Merry Christmas, 
is currently rep- 
resenting WLOS- 
TV as its entry 
in the Miss Caro- 
lina Press Pho- 
tographer compe- 
tition. 


} 


ad 


a~ BY 
Dart Scott Shank Clarke Klitten 
CAMPAIGN PLANNERS—Previewing ads for the Com- California council of the Four A’s; Charles B. Shank, 
munity Chest appeal this fall in Los Angeles are theme and copy chairman; Richard Clarke, art 
Justin Dart, Rexall Drug Co., publicity chairman; chairman (all three are with Foote, Cone & Beld- 
Lou Scott, committee chairman for the Southern ing), and Martin Klitten, Martin R. Klitten Co. 


te Bie baw bee 8. a 


McCarthy Thompson Feller Leffler Patterson Harris 
UNUSUAL LEMONADE STAND—Sunkist Growers Inc., Los Angeles, has CAKES AND MILK—Former pitcher Bob Feller signs to McCarthy, John Patterson, and Blaney Harris, 
opened its Sunkist Citrus House at the Disneyland amusement park handle the play-by-play for a five-game series of WPIX; Sam Thompson, Borden Co., and Jack Lef- 
in Anaheim, Cal. The new facility will serve orange juice, lemonade, Little League baseball play-offs and eastern region- fler, Drake Bakeries. On display are the Drake and 
citrus punches, frozen bars and “the world’s freshest lemon pie.” al finals over WPIX, New York. With him are Jack Borden products to be featured in the telecasts. 

Gift packs will also be available for mailing. 


Cole Chamberlin Eastland Jones Cleary Luce Mitchell 


Williams Pinney Pillicn \ Francis Leadingham Hanes Ont Wwaan—Stephen F. Whitman & 


Son, Philadelphia, is offering a line 
35 YEARS—The recently combined Hollywood and Los Angeles staff of | Mr. Francis are Joyce Williams, Bud Cole, Marie Pinney, Jere Cham- of gift wrappings as part of its fall 
Campbell-Ewald Co. help Richard C. Francis, vp and Pacific Coast berlin, Rita Pillion, Richard Eastland, Ken Jones, Anne Cleary, Janice and Christmas programs for its 
manager, celebrate his 35th anniversary with the agency. Watching Luce, Eleanor Leadingham, Alice Mitchell and Willard Hanes. Whitman’s chocolates. 
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Of the top ten markets in the U.S., nine are cities but one is a state! Iowa, with a population of 2, 747, 300 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston. The unique circulation of 
the Des Moines Register and Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state! 
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@ Truth and honesty in Outdoor @ 
m consumer and contributed tow 
veracity of Advertising. [hese 
m the greatest trust and most valuag 
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REACHING PEOPLE OUTDOORS If 


BOSTON ° BALTIMORE “ MIAMI : 7 
WORCESTER * PORTLAND + NASHUA » BURLINGTON® 
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slisplay have always protected the J 
sard a public confidence in theJ 
# uncompromising standards are 
Bole asset of the Outdoor Medium. § 


BN KEY EASTERN MARKET AREAS 


‘NORFOLK + SCRANTON «+ WILKES-BARRE §J 
"* NEW LONDON + NEWPORT NEWS + PORTSMOUTH § 
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BBDO Adds 5 Pepsi Bottlers 
Five more Pepsi-Cola bottling 


3 JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle : sag complete 
mailings or ing ———- 
graphing, ressing, multigraph- 
fill-in on multigraphed pt 
ee ters and planographing. 
4 Marie keeps your Mailing List 
up-to-date too and frees you from 
the detail work. 
Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


ne Lilt Stop 1 


431 S. Dearborn St. * 


j;companies—in Winston-Salem,) Bauer Alphabets is sponsoring his 
iN. C., Atlantic City, N. J., James- | tour. 


town, N. Y., Hickory, N. C., and 
Wilmington, Del.—have appointed|de Garmo-Boston Formed 
de Garmo Inc., New York, has 


Batten, Barton, Durstine & Os- 
born to handle their advertising.| announced the formation of de 
Garmo-Boston Inc., “a new agen- 


This brings to 16 the number of 
bottlers naming BBDO since the | cy designed to provide a full range 
of promotion services to New Eng- 


agency landed the national ac- 
count earlier this year. The agency |}and business organizations.” The 
said it is still making presentations | office will be headed by Patrick 
to other bottlers. E. Costello, formerly with General 

Electric Co., as vp and general 
manager. 


‘Pocket List’ Names Walker 

Railway Equipment & Publica- 
tion Co., New York, has appointed 
Robert W. Walker Co., Los An- 
geles and San Francisco, as West 
Coast and mountain states adver- 
tising representative for its Pock- 
et List of Railroad Officials. 


Walter Plata to Lecture Here 
Bauer Alphabets, New York, has 
announced that Walter Plata, 
European authority on typography 
and design, will be visiting the 
U. S. this fall to lecture on “Mod- 
ern European Typography” before 
graphic arts groups. Mr. Plata is 
associated with the Bauer Type 
Foundry in Frankfurt, Germany. 


Chicago 5, Ilinois 


WHO SAYS PEOPLE DON'T WATCH 
SUMMER DAYTIME TELEVISION? 


OVER 10,000 dilbbes ab FROM 


= i ere OF Tame Fon ADM ) 
pte. 


MINNEAPOLIS <->) ST PAUL TELEVISION 
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Represented by 


HANKSCRAFT 
Display 
Animation 


This striking display successfully 
urges supermarket shoppers to 
“move up to SCHLITZ.” The color- 
ful miniature billboards continuous- 
ly circle the center pole while the 
facsimile Schlitz can rotates above 
them. Motion is supplied by the 
unique Hankscraft battery-operated 
Rotary Motor. Both motor and bat- 
teries fit securely inside the pole. 
Like all Hankscraft battery-operated 
display motors, it operates for many 
weeks without attention. 

COMPLETE ENGINEERING SERVICE for 


animating displays of all sizes, AC-powered 
or battery-operated. Send dummy to: 


HANKSCRAFT COMPANY 


Display Motor Division 
REEDSBURG, WISCONSIN 


World's Largest Manufacturer of Battery- 
Operated Display Motors. Sales Offices in 
these principal cities: Chicago * Philadelphia 
Minneapolis * New York * Dallas * Toronto 
(Ontario) * San Francisco (Erlach Lee Co.) 


the foe? 
Khem 


Somes * 


Produced by 

Forbes Lithograph Mfg. Co. 
for the Jos. Schlitz 
Brewing Company 
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Advertising Age, August 22, 1960 


Network Radio's Top Advertisers* 


Based on Four Weeks Ending July 10, 1960 


Copyright by A. C. Nielsen Co. 
Home Broadcasts 

Total 

No. Home-B'dests 

of Delivered 

Rank Advertiser B’dests (000) 
1 Pepsi-Cola Co. (4 Nets) 716 342,418 
2 Frito Co. (ABC, CBS) 306 114,728 
3 R. J. Reynolds Tobacco (4 Nets) ........ccceeereenees 281 103,017 
4 General Mills Inc. (4 Nets) 223 92,436 
5 Electric Autolite Co. (NBC) .... 128 85,254 
6 Metropolitan Life Insurance (NBC) ...........:ssssee 125 83,230 
7 Renault Inc. (NBC) 121 79,572 
8 Liggett & Myers Tobacco (CBS, MBS, NBC) ............ 217 76,960 
9 Ex-Lax Inc. (4 Nets) 147 68,394 
10 Chevrolet-General Motors (CBS, NBC) .............:0000 99 65,035 
WW American Tel. & Tel. Co. (4 Nets) ........:cccccsseseeseeones 181 54,942 
12 Time Inc. (NBC) 84 51,235 
13 Kellogg Co. (CBS) 80 50,295 
14 Automotive-American Motors (NBC) ...............000 86 45,650 
15 Grove Division-Bristol Myers (CBS, NBC) ................ 72 43,569 
16 Sinclair Refining Co. (MBS, NBC) ............:cccccseceenee 118 40,207 
17 Socony Mobil Oil Co. (NBC) ...........cc:ec000 65 36,646 
18 Lever Bros. Co. (MBS, NBC) 73 33,829 
9 R. 7. French Co. (ABC, CBS, NBC) ...........ccccccccreees 57 33,532 
20 A. E. Staley Mfg. Co. (CBS) 41 30,857 

Commercial Minutes 

No. Total 

Comm’! Comm’! 

Mins. Min. Del’d 

Rank Advertiser Aired (000) 
1 Pepsi-Cola Co. (4 Nets) .... 242 120,035 
2 Goneral Mille Inc. (4 Nets) ..........cccccccvrssccscsscccessees 246 95,994 
3 Metropolitan Life Insurance (NBC) ...........cccccee 105 66,427 
4 Chevrolet-Gen. Motors (CBS, NBC) .................0.0.. 110 64,289 
5 Electric Autolite Co. (NBC) 96 60,770 
6 R. J. Reynolds Tobacco (4 Nets) ..........cccccccceceeeeeee 179 57,145 
7 ES ee. oe aE 91 56,072 
8 Liggett & Myers Tobacco (CBS, MBS, NBC) .......... 164 54,522 
9 POR is Tis GD, ctannerccsecestsdntsvstbescees 105 45,078 
10 Ex-Lax Inc. (4 Nets) 88 38,747 
in OldsmobileGeneral Motors (CBS, NBC) ................ 59 35,790 
12 Ev dacbdsescanihiinabibrictiiatonasvibaoconnsosienviacconeba 62 33,537 
13 Automotive-American Motors (NBC) .............cc008 66 32,672 
14 Sterling Drug Inc. (CBS, MBS) ............cccccceeseeeees 85 31,508 
15 Kellogg Co. (CBS) 56 30,104 
16 Grove Division-Bristol Myers (CBS, NBC) ................ 53 29,854 
7 American Tel. & Tel. Co. (4 Nets) ......cccccccccccceeeees 104 29,822 
18 Seven-Up Co. (CBS) 54 29,385 
19 Sn eee 66 26,862 
20 A. E. Staley Mfg. Co. (CBS) 39 26,555 
*Ranked by total home broadcasts delivered and by total cial minutes delivered 


for individual advertisers by all programs and participation on all radio networks used. 


WRUL Sells Olympic Games 
Coverage to Three Advertisers 
Firestone Interamerica Co., Out- 
board Marine International and In- 
ternational Telephone & Telegraph 
Corp. will sponsor rebroadcasts of 
the Olympic Games coverage over 
a Latin American radio network 
of more than 100 stations put to- 
gether by WRUL, New York short- 
wave station. Daily half-hour pro- 
grams will be beamed by WRUL 
at 8:45 p.m. from Aug. 24 through 


Sept. 11. Four international fre- 
quencies will be used. Erwin 
Wasey, Ruthrauff & Ryan is Out- 
board’s agency and Doyle Dane 
Bernbach Inc. represents IT&T. 
| Firestone made its buy direct. 


Applegate to ‘Business Week’ 

Alvin F. Applegate has joined 
Business Week, New York, as a 
promotion assistant. He was for- 
merly a high school teacher in 
| Manasquan, N. J. 


The important 80% of all metal sales are 


influenced by AMERICAN METAL MARKET 
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when in the leisure-time field you can buy the 3,200,000 active-living, 
free - spending ‘net weight’ Big Three Sportsmen’s Magazine audience 
at only a fraction of the cost of expensive, scatter-shot media. 


Your salesmen call on their best prospects first. Why not your advertising? 


SPORTS AFIELD - OUTDOOR LIFE + FIELD & STREAM 


ORTS AFIELD of LARGEST CIRCULATION GAIN OF ANY MAGAZINE 
: ~ UP 211% rieto in tHe Last 15 YEARS! 


SPORTS AFIELD 2% 


A HEARST KEY MAGAZINE ° 959 EIGHTH AVENUE ° NEW YORK 19, N. Y. 
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Where will building go‘? 


Up? Down? Sidewise? 


Ask three economists today and you'll get three answers. There’s 
big growth ahead, yes. But when and how it will come are questions 
...that raise other questions. Can you count on just the Fair 
Weather Market—large operators who jump in when the going is 
great, jump out when the going is rough? Or the Office-In-His-Hat 
Market—the little builder who’s a handyman one year, a 1-house 
builder the next? Or is your basic need the Hard Core Market—the 
real building pros who year in, year out, keep going with a healthy, 
husky volume of business...who are versatile, flexible, who adjust 
to the changing times? This is the heart of the market American 


Builder has served for 80 years and delivers today. 


Sell the steady market 
in American Builder 
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Advertisements in American Builder 
enjoy these important advantages: 


ERICAN. | 
BUILDER 


MAGAZINE A (Clee 
OIE? SE Ee. eo bee a na ay eae a 


1 Mass—76,083 builders 


The American Builder audience represents the largest audience 
of builders anywhere: the men at the top—large builders—but also 
the rank and file, the growing builders, the new builders that will 
be tomorrow’s “old pros.” With the high and unpredictable turn- 
over in the building business, there is truly safety in numbers. 


2 Volume—93.8% of all 100-house-and-over builders 


These builders may sharpen their pencils more than you like 
when they buy, but they represent volume you need for your 
mass production. American Builder delivers them. 


3 Exposure to the specifying audience-the builders 
Much waste circulation has been bought because of the con- 
fusion about the importance of bankers, consulting engineers, 


interior decorators, realtors, etc., in the building business. To 
clear up this confusion ask the question, “Important to whom?” 


50,000 100,000 F 


100% “ 


IMPORTANT TO IMPORTANT TO 
BUILDER? MANUFACTURER? 
ARCHITECT YES NO 
CONSULTING ENGINEER YES NO 
REALTOR YES NO 
INSURANCE COMPANY YES NO 
GOVERNMENT YES NO 
BANKER YES NO 
INTERIOR DECORATOR YES NO 
BUILDER YES 


These men are tremendously important to the builder—but are, 
in most instances, unimportant to the manufacturer of building 
products. American Builder delivers the buying and specifying 
audience—the builders. 


Your advertising works harder, gets results faster, in American Builder 


A| SIMMONS-BOARDMAN| TIME-SAVER PUBLICATION 


American Builder 


23.4% 


% 
é 10% 


BE MULT. FAMILY fg RESIDENTIAL 


4 Exposure to versatile and flexible builders 


A high percentage of the American Builder audience is diversi- 
fied to meet changing situations, new opportunities—active in all 
phases of light construction: residential, non-residential, and 
remodeling. Here is a real plus for advertisers. 


__NON- ’ i . 
RESIDENTIAL 
REMODELING fim 


RESIDENTIAL 
REMODELING 


100% 


‘THE HIGHEST RENEWAL RATE-WHERE E IT COUNTS-—IN BULK CIRCULA 


RATES FROM JUNE, 1959, PUBLISHERS’ STATEMENTS 


5 Exposure to the “comers” 


Turnover in the building industry is tremendous. Getting your 
advertising into the hands of the newly important builders is 
invaluable. 30.3% of American Builder's circulation is bulk-dis- 
tributed through companies who know this important group and 
pay to get the magazine to them. And American Builder enjoys 
the highest renewal rate—where it counts—in bulk circulation. 


Ie a ce Rien eae a — PR elie ees § ONG 500, 000 
‘ 7 smnweem em {NCOMPLETE-STILL COMING IN'STRONG 


JAN. ' MAR. APR. MAY JUNE 


6 The highest reader response 

359,135 new product inquiries for the first 6 issues of 1959— e 
398,594 (and still coming in strong) for the first 6 issues of 1960! 
Proof of great and growing readership and interest. Further . 


proof: almost every manufacturer interviewed says American 
Builder pulls the most editorial inquiries. 


30 Church Street, New York 7, New York 


THE BUSINESS BOOK FOR BUILDERS 
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= 3M Division Ad Managers Study 
m Organization, Agency Setups 


(Continued from Page 10) 
related products division; Neil 
George, manager of advertising 
and marketing services, interna- 
tional division; Howard Bergh, 
advertising manager, graphic prod- 
ucts group, and William DonCarlos, 
advertising supervisor, retail tape 
division. 

The meeting was strictly for ad- 
vertising people and representa- 
tives of the agencies, who, Mr. 
Sandell explained, were not 
“guests” but “part of our living 
and breathing 3M advertising 
body.” No management people 
were present. The only “out- 
siders,” aside from this correspond- 
ent, were John Verstraete, 3M 
director of communications, who 
explained the acquisition of Mu- 
tual Broadcasting and assured the 
advertising men that they were 
not expected to “support” Mu- 
tual with advertising orders, and 
that, on the contrary, 3M had no 
present intention of making Mu- 
tual a “house organ’; R. G. Wil- 
liams, who handles the purchase 
of printing in the 3M purchasing 
department, and Harvey Miller, 
manager of the salary administra- 
tion department, which sets com- 
panywide ranges for salary by 
types of position. 


Outlines Responsibilities 


Opening the conference on 
Thursday afternoon, Mr. Sandell 
said “the entire agenda of this con- 
ference has been prepared with 
the sole purpose of improving the 
management skills of the people 
in this room.” 

To this point, he said, it was 
important to clarify the place of 
the new general advertising man- 
agement function. “There had 
been considerable conversation 
that the company was, in fact, 
abandoning advertising manage- 
ment, and possibly even adver- 
tising coordination” when it dis- 
banded the centralized advertising 
staff, he said, but “this situation 
changed quickly when Mr. Duke’s 
letters on the subject were pub- 
lished about six months ago.” [Jo- 
seph C. Duke is exec vp in charge 
of sales administration for 3M. The 
central advertising staff reports to 
him.] 


s “What happened was a change 
of heart by the company manage- 


company which will spend in ex- 
cess of $10,000,000 this year in ad- 
vertising activities, they came to 
the conclusion that some type of 
responsible coordinating organiza- 
tion was both indicated and pru- 
dent. 

“To implement the new type of 
operation, a job description was 
prepared .. . to tell the individual 
divisions what they could expect 
from this new staff operation.” 
There are 17 specific functions 
delegated to the central advertis- 
ing staff, he said. Among them are 
the following: 

e To coordinate and counsel with 
the divisions on company policy 
e To coordinate corporate adver- 
tising activity and formulate plans 
for an effective corporate image 
program 

e To budget corporate and new 
product advertising, and to pro- 
vide advertising and sales promo- 
tion counsel to new product groups 
which have not yet been assigned 
to a division 

e To handle various phases of 
budget coordination and adminis- 
tration 

e To act as key contact for agen- 
cy and media solicitations, and to 
“counsel and assist divisions in 
agency selection and relationships” 
e To provide art, exhibit and 
packaging services, negotiate max- 
imum purchase advantages 

e To hold semi-annual meetings 
of division advertising managers 
e To “promote proper selection, 
training, development, promotion 
and compensation programs” for 
advertising personnel. 


s Reviewing each of the 17 points 
individually and elaborating on 
them, Mr. Sandell said: “It is my 
earnest conviction that this bill of 
particulars provides a very work- 
able arrangement for individual 
division advertising managers and 
staff management to work togeth- 
er, to effectively accomplish cor- 
porate objectives—as well as ful- 
fill individual ambitions.” 
Frankly emphasizing his con- 
viction that advertising personnel 
in 3M are not as highly regarded 
by management as they might be, 
Mr. Sandell insisted that with an 
expanding, alert company, adver- 
tising personnel at 3M were in an 
unusually good spot to develop 
stature and prestige and an im- 


ment committee. Representing a 


MEN AT WORK—A typical scene on the porch at Wone- 
wok as 3M divisional advertising managers and 
central staff ad personnel met for the first of a series 


provided they buckled down to the 
job of making the most of their 
advantages. 


® “I strongly suspect that we are 
regarded with considerably less 
prestige than most of the sales 
managers with whom we serve in 
this company,” he said. “Yet I 
would guess that some of us feel 
that we are just as keenly con- 
cerned about the sales problem 
as our sales managers. It is also 
true that some of the sales man- 
agers themselves do not recognize 
our own concern about the situa- 
tion, nor do they feel that we 
‘really make any difference.’ 

“It is my own personal convic- 
tion that every division advertis- 
ing manager should be a member 
of the management committee of 
his individual division [a show of 
hands indicated that five of the 
divisional advertising managers al- 
ready are] and should identify 
himself as intimately as possible 
with the management problems of 
that group. 


= “He should interest himself in 
all problems, and express his in- 
terest and offer his services in 
every area of opportunity which 
presents itself at these meetings, 
as well as in the day-to-day op- 
eration of the division. If he does 
this kind of job, he will soon be 
recognized as a genuine part of 
the management of that division, 
and no one will have to worry 
about his status any more. 

“Some of the men in this room 
are performing in precisely this 
manner. Some of them have yet to 
try it. I am sure that those who 
are performing in this manner will 
readily endorse it to the others. 
But at the same time they will tell 
you that it involves hard work, 
considerable travel, and many 
hours above and beyond the 40- 
hour week.” 


Divisional Reviews 


Most 3M division headquarters 
are in the company’s main office 
building in St. Paul, so most divi- 
sion advertising personnel know 
each other by sight. But the com- 
pany makes some 27,000 different 
products in a wide variety of fields 
and knowledge of what other di- 
visions do is likely to be sketchy. 


portant future in the company, 


So Friday, the first full day of the 


; ~ 
\ Ww 


Crain Andrews 


LOOKING IT OVER—Examining sales 


conference, was given over en- 
tirely to divisional reviews and 
discussions of staff services. 

The reviews were 10 or 15-min- 
ute reports on what the division 
makes or does, and how it ap- 
proaches advertising. Howard 
Bergh, advertising manager of the 
graphic arts group, presided and 
explained that the session was for 
purposes of information only, and 
no evaluation was to be attempted. 

Here are brief summaries: 


M. A. Nelson, advertising super- 
visor, for the Reflective Products 
Division: Makes and sells over 30 
products, but four are big wheels 
—Scotchlite reflective sheeting, 
around which the division is built; 
sold to government and private 
industry for reflective signs, mark- 
ers, and a host of other uses. 
Scotchcal film, a thin plastic film 
with a pressure-sensitive adhesive 
used as a marking. Codit reflective 
liquid, a reflective paint. Scotch- 
Shield aluminized fabric which re- 
flects heat and is used for uni- 
forms, fire-fighting equipment, etc. 

The division’s advertising is 
centered in magazines, both busi- 
ness and trade, and direct mail. 
Four-color inserts are commonly 
used, frequently with samples of 
the products. Most advertising 
carries a coupon or reply card—a 
recent eight-week direct mail cam- 
paign brought over $500,000 in 
traceable sales. 

Erwin Wasey, Ruthrauff & Ryan 
is the division’s agency. 


of planned semi-annual coordinating and policy 


3M agencies joined 31 3M staffers in the discussions. | 


|visor, for Electrical Products: A 


Ade Boysen, advertising super- 


group of divisions selling hundreds 
| of products, primarily insulating 
|materials—‘‘we make the harness 
|to control electricity.” Included in 
|these divisions are Mica Insulator 
|Division, Irvington Division and 
American Lava Corp. Sales are 
primarily to the OEM market, 
maintenance and construction 
fields, utilities, and the oil and gas 
fields. 

| In the OEM market the divi- 
sion advertises primarily to read- 
ers of electronics, electrical, de- 
sign and materials publications, 
with heavy direct mail to design 
engineers and a wide variety of 
catalog material. It presents prod- 
ucts in groups, identifying product 
quality with 3M _ research and 
knowhow. “We’re increasing our 
share of expanding market by of- 
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Allen Dettloff 
promotion material from all 3M 


divisions on exhibit during the conference are George Crain, ad- 

hesives, coatings and sealers; Carl Andrews, magnetic products, and 

Fred Dettloff, staff advertising services. In the background is Bob 
Allen, printing products. 


tion sales are primarily through 
wholesalers, with efforts aimed at 
electrical contractors and main- 
tenance men, architects and con- 
sulting engineers through business 
papers, direct mail and catalogs. 
In an effort to gain favor from 
wholesalers—there are about 50 
competing brands, including many 
lower-priced imports—the division 
has recently launched “Operation 
Support,” using The . Saturday 
Evening Post to extol the virtues 
of contractors. 

BBDO, Minneapolis, is the divi- 
sion’s agency. 


G. K. Jordan, advertising super- 
visor, Industrial Trades Tape Di- 
vision: Sells a line of 300 pressure- 
sensitive -industrial tape items, 
plus a line of dispensers and ap- 
plicators and polyester packaging 
films. Also handles gummed paper 
tapes of Midstates Gummed Paper 
Division. 

Advertising is concentrated in 
24 publications—general business 
and various specialized fields— 
with 198 pages being used this 
year, plus a highway sign program 
on 3M subsidiary NADCO’s facil- 
ities. Much of the company’s ad- 
vertising and promotion is de- 
signed to stimulate new uses and 
applications of its products. 

BBDO, Minneapolis, is the agen- 
cy. 


R. T. Stratton, advertising su- 
pervisor, Duplicating Products Di- 
vision: Parts of the graphic 
products group, this division sells 
copying products and microfilm 
products. Thermo-Fax copying ma- 
chines are sold through 185 deal- 
ers in major cities, 18 of which 
are company owned, which nor- 
mally devote their entire attention 
to copying machine and microfilm 
sales. 

Advertising goes into general 
publications such as Time, News- 
week and Fortune, into general 
office publications, and into 29 
vertical business papers. Some 
general consumer publications— 
notably Esquire and National Ge- 
ographic—also are used, but the 
tendency is to concentrate more 
in specialized business publications. 

Erwin Wasey, Ruthrauff & Ryan, 
St. Paul, is the agency. 


R. E. O’Kieffe, advertising su- 
pervisor, Retail Tape Division: Has 


fering new and improved products 
with a wide range of applications.” 


In maintenance and construc- 


both retail and commercial prod- 
jucts. Retail products are sold 


meetings. Seven representatives of the three major Sales are direct, through branches. through jobbers to grocery, drug, 
stationery and _ depart- 


|variety, 
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ment stores, 
tapes now reported in use in more 
than 75% of all households. Retail 
advertising budget goes about 50% 
to national magazines, 30% to tv 
spots, 8% to trade advertising, the 
remainder to outdoor, literature, 
etc. The division has its own sales 
promotion and merchandising de- 
partments with separate budgets. 

On commercial products, sold 
primarily to banks, offices, schools, 
ete., about 75% of the budget goes 
to business papers, literature takes 
13%, direct mail about 10%. 

The division uses two agencies 
—BBDO and MacManus, John & 
Adams. 


R. G. Allen, advertising super- 
visor, Printing Products Division: 
Part of the graphic arts group, this 
division produces plates for the 
lithography field and backing and 
makeready sheets for letterpress 
printers, including a new auto- 
matic makeready sheet which 
takes the place of hand-cut make- 


ready and is buried in the packing | 


of the press. Advertising is con- 
centrated in printing industry pa- 
pers. 

Erwin Wasey, Ruthrauff & Ryan 
is the agency. 


C. J. Andrews, advertising su- 
pervisor, Magnetic Products Divi- 
sion: Sells over 100 products to 
homes, churches, industry, govern- 
ment, etc., in four basic product 
groups—audible range tapes, Vi- 
deotape (where 3M is still the 
sole producer), instrumentation 
tapes, and magnetic film. Adver- 
tising mainly in specialized busi- 
ness publications. 


MacManus, John & Adams, 
Bloomfield Hills, Mich., is the 
agency. 


James R. Cox, advertising su- 
pervisor, Coated Abrasives and 
Related Products Division: This is 
the parent division of the company, 
making and selling coated abra- 
sives and handling the marketing 
of related products made by other 
3M divisions. It sells through in- 
dustrial supply distributors, auto- 
motive wholesalers, building trades 
wholesalers, janitorial supply dis- 
tributors, also direct to automo- 
bile manufacturers. Promotionally, 
it employs a combination of busi- 
ness publications, direct mail, lit- 
erature, etc. 

C. B. Brandon, advertising man- 
ager of this division, reported sep- 
arately on the Scotchbrite family 
of products, which he described as 
an entirely unique group of prod- 
ucts already being marketed in 
substantial volume. Mr. Brandon 
added, “We feel that many addi- 
tional applications for these prod- 
ucts will be developed.” : 

Scotchbrite scouring pads for the 
home have been tested on the west 
coast and are now in nine large 
eastern markets, and may expand 


with Scotch brand! 


Garrison 
AGENCY-CLIENT DEBATE—At the 


nationally. Commercial kitchens in | 


the restaurant and dairy fields are 
another important market. This 
same material is used in a group of 
floor maintenance products and is 
also being used in the industrial 
cleaning and wood finishing indus- 
tries. « 
BBDO is the agency for coated 
abrasives and also for Scotchbrite. 


Roger How, advertising man- 
ager, Retail Tape and Gift Wrap 
and Fabric Division, reporting on 
gift wraps and fabrics: Sells Sash- 
een ribbon for gift wrapping both 
to industry and to retailers for their 
own use and for resale to the pub- 
lic. As part of its selling problem 
it had to develop and merchan- 
dise gift-wrapping machinery, par- 
ticularly bow-tying machinery. 

Advertises primarily in trade 
papers, usually via four-page in- 
serts and color spreads, through 
MacManus, John & Adams. 

The division is also embarking 
on a program to expand the mar- 
ket for non-woven materials in 
both industrial and consumer prod- 
ucts, through Erwin Wasey, Ruth- 
rauff & Ryan. 


Neil S. George, manager adver- 
tising and marketing services, In- 
ternational Division: Handles pro- 
motion worldwide of all 3M prod- 
ucts where operating subsidiaries 
do not exist. Division’s operations 
have skyrocketed to over $100 
million annually, and advertising 
operations have kept pace. 

Through BBDO, New York, and 
associated agencies over the world, 
the division uses 368 print pub- 
lications in 13 languages, television 


KEYNOTE R— 
George Sandell, 
staff advertising 
administra- 
tor, explained the 
purpose of the 
conference—“ad - 
vertising in man- 
agement”—at the 
first session. 


session discussing 
agency-client relationships, two teams of three each, 
representing agencies and 3M clients, carried the 
ball, while Ed LeMay, staff advertising services su- 
pervisor, refereed. Agency men shown here are El- 


Osborn LeMay 


Manus, John & 


in nine markets, cinema advertis- 
ing in 30 markets, and even such 
oddities in out of the way places 
as advertisements on the backs of 
policemen’s uniforms. Mr. George 
spends about seven months a year 
traveling abroad, basically to get 
distributors to cooperate with local 
advertising. 


E. P. LeMay, staff advertising 
services supervisor, reported on a 
special small coordinating cam- 
paign in the missile field. Seven 
3M divisions advertise individually 
in the space and missile fields, but 
the small staff campaign, running 
in three publications, is designed 
to help the two 3M engineers who 
have been assigned to missile in- 
dustry liaison, and to emphasize 
3M capabilities in the field. 

BBDO is the agency. 


F. E. Detloff, staff advertising 
services, reported on the three di- 
visions for which he has adver- 
tising responsibility—roofing gran- 
ules, reinforced plastics and new 
products. All have relatively small 
budgets at present, using collateral 
material, trade shows and business 
papers. 

A well-established product line, 
roofing granules require little ad- 
vertising support since they are 
sold only to roofing manufacturers. 
Reinforced plastics, while not pres- 
ently one of the firm’s largest lines, 
have many applications in both 
military and commercial markets 
and have good growth potential. In 
the new product area, a new me- 
chanical plating system, said to 
have important advantages over 
electro-plating for small metal 
parts, is a promising new line. 
“Dyko” is the trade mark for coat- 
ing applied, under license, using 
this new 3M system. 

BBDO handles advertising for 
the three divisions. 


W. C. DonCarlos, advertising su- 
pervisor, Retail Tape Division: Re- 
ported on “the medical products 
program, an embryo division op- 
erating within the tape division,” 
plus four new non-medical prod- 
ucts. 

The latter include a non-woven 
dusting fabric for home use which 
will go national this fall, sup- 
ported by advertising in women’s 
magazines (“Tests indicate it will 
be slow catching on but will work 
out well over the long pull’); a 
tarnish preventive polish which 
may be used on silver surfaces 
which do not come in contact with 
food; a lint remover which has 
been test advertised and marketed 
in the southwest this year and will 
seek national distribution next 
year, and a commercial typewriter 
cleaner which consists of a sheet 
of heavy paper flocked on one side 


Fox How Prater 


don Fox, BBDO (standing); Bob Garrison, Mac- 


Adams; and Steve Osborn, Erwin 


Wasey, Ruthrauff & Ryan. To the right are two “cli- 
ent” representatives—Roger How, retail tape and 
gift wrap, and Stan Prater, chemical division. 


with plastic fibers, so that keys are 
cleaned by being struck against it. 

Of the latter product, Mr. Don- 
Carlos reported: “Advertising to 
secretaries and large office buyers 
and office managers began last 
spring. The inquiry results have 
been the greatest I have ever 
seen.” 

All three 3M agencies work for 
these products—BBDO for the 
typewriter cleaners, lint removers 
and dusting cloth; MacManus, John 
& Adams for the anti-tarnish pol- 
ish; Erwin Wasey, Ruthrauff & 
Ryan for medical products. 


George W. Crain, 
manager, Adhesives, Coatings & 
Sealers Division: This division 
originated in Detroit in the mid- 
1930s and at the time of its origin 


advertising 


Askren 


Schubring 


sales were primarily to the auto in- 
dustry. Steadily expanding its line 
through the development of new 
adhesives, coatings and sealers— 
each designed to do a specific job 
—the division now markets hun- 
dreds of items. 

Its principal market areas are 
automotive, aircraft, marine, build- 
ing construction, and general in- 
dustrial applications, and it con- 
centrates promotion on designers, 
design engineers, purchasing 
agents, and building and construc- 
tion influences. 

MacManus, John & Adams han- 
dles its advertising. 


Stan C. Prater, advertising man- 
ager, Chemical Division: Supplies 
|chemicals to other 3M divisions 
}and about 300 products to others 
|—-friction reducers, acids, pig- 
|ments, paper and leather chem- 
|icals, etc. 
| The division uses about 40 pub- 
llications, “ranging from Vogue to 
| Brake and Front End Service,” 


keting services, 
tising Co.: NADCO is a highway 


Garrett explained 


53 


j}and had a budget of $10,000 three 


years ago. “Now it is approximate- 
ly 100 times as large.” 

MacManus, John & Adams is 
the agency. 


R. R. Garrett, manager of mar- 
National Adver- 


sign service organization which 
3M acquired several years ago. Mr. 
its Mainline 
system of displays whereby the 
country can be covered with signs 
located 50 miles apart on major 
highways, and also reported on the 
new Shopping Center Network, a 
franchised sign operation in park- 
ing lots of major shopping centers. 

A number of 3M divisions are 
NADCO customers, but none is 
required to be. 


Statt Services 


Friday afternoon the conference 
was devoted to an exposition and 
discussion of services available 
from the central staff and its vari- 
ous divisions. 

The functions and facilities of 
the audio-visual department were 
explained by Charles Woehrle, 
manager. This department not only 
functions in the planning and pro- 
duction of movies, slide films, etc., 
but also supplies a central depot 
for audio-visual equipment, a re- 
cording service, a staff of news 
photographers, and_ specialized 
photo copy service. 

Announcement that the depart- 
ment has hired a skilled “creative 
still photographer” and gave a 
strong pitch to divisional advertis- 
ing men to use his services brought 
out a lively discussion which em- 
phasized that divisional men and 
their agencies are free to use what- 
ever photographic service they like, 
and to go outside the company if 
they feel it necessary, and that— 
recognizing that in many cases 


agencies cannot operate without a 


Stratton 


EXPLANATION—Bob Stratton, duplicating products division, explains 
a point in his presentation to Paul Schubring, staff packaging super- 
visor, and Jim Askren, art supervisor. 


fee on the purchase of photography 
—the audio-visual studio has no 
objection to photographic charges 
being made to an agency, which 
can then add its usual surcharge. 


= Others who presented staff 
viewpoints included Roger Wil- 
liams, who handles graphic arts 
purchasing, and who reported that 
the cost of printing has risen 7% 
to 8% in the past year (3M op- 
erates a moderate-size duplicating 
plant for some of its work); J. E. 
Linstroth, display supervisor, who 
said his group supervises and co- 
ordinates displays in 75 or 80 trade 
shows each year; P. H. Schubring, 
packaging supervisor, who asked 
divisional sales managers’ assist- 
ance in putting over a shipping 
carton design which he said would 
save the company $50,000 a year 
by permitting stenciling of mail- 
ing labels instead of pasting them 
on. The company, he said, uses 
about 1,200 different sizes and 


shapes of cartons, to the tune of 
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about 1,000,000 a month; and F. V. 
Thornburg, art director, and James 
Askren, art supervisor, who voiced 
the plea that the art department 
(two poster designers and nine 
art directors) be brought in early 
on questions of design. 


s Ed LeMay, staff advertising 
services supervisor, reported on 
how the central staff handles pro- 
duction coordination, how inquiries 
are handled (scarcely a 3M ad for 
any division or product is run 
without a coupon or an accom- 
panying inquiry card), and how 
his staff , ‘ans to maintain a media 
control file so that advertising of 
the various divisions may be more 
effectively coordinated. 

The company is now using about 
300 general magazines and busi- 
ness publications, for example, and 
about 70 are used by more than 
one division, with some being used 
by as many as seven or more. The 
central staff will try to keep con- 
solidated schedules for each book, 
and will circulate such a schedule 
in September, when it may be 
useful for planning purposes. 


Agency Relations 


Saturday morning was devoted 
entirely to agency relations. Two 
representatives of each of the 
three 3M agencies were present 
during the entire conference, and 


with different 


and services 
sales and advertising policies. . 


® As a result, he said, the agency 
representatives had decided to 
build their major presentation 
around an 11l-point program for 
better agency-client relations orig- 
inally enunciated by Clarence 
Eldridge, management consultant 
and former agency and advertiser 
executive [the points were ex- 
plained in ‘detail in ADVERTISING 
AcE, Feb. 22 and 29]. Copies of 
the 11 points were distributed, and 
those in attendance were asked to 
evaluate their own performance 
on each point, for their private 
edification. 

“If the agencies were to take 
three summary points as our bit- 
terest complaints,” Mr. Garrison 
concluded, they would be these: 
e “1. Your advertising agency 
should become a full partner in 
the sales and marketing operation. 
In all cases, your agencies feel 
they could do a better job with 
more information and with more 
time to do the job. 

e “2. Your advertising agency 
should become a full partner in 
the mutual planning and selling of 
programs to your divisional man- 
agement. Don’t be so proud of your 
personal prerogatives in this area. 
You just can never tell where a 
good selling idea may come from. 
e “3. Your 


RESTING—Roger Pierce, BBDO account executive, and Roger How, 
retail tape and gift wrap and fabric division, gather strength for 
the next session. 


one (James Walker of Erwin Wa-|should become a full partner in 
sey, Ruthrauff & Ryan) attended | personal considerations. By show- 
the final sessions on Sunday and /|ing some respect for our time, for 


Monday. 

Robert Garrison, senior vp, and 
William Everson, account super- 
visor, represented MacManus, 
John & Adams; Eldon Fox, vp and 
account supervisor, and Roger 
Pierce, account executive, repre- 
sented BBDO, Minneapolis, and 
John McAlpine, general manager, 
and Steve Osborn, account super- 
visor, represented Erwin Wasey, 
Ruthrauff & Ryan, St. Paul. 

Messrs. Garrison, Fox and Os- 
born represented the agencies in 
making a joint presentation of the 
agencies’ exposition of what is re- 
quired for effective agency-client 
relationships, with Mr. Garrison 
as the principal spokesman. For 
the “home team,” as they were 
designated in the program, a joint 
presentation was made by Messrs. 
How, Bergh and Prater, with Mr. 
How as the principal spokesman. 


® Mr. Garrison pointed out the 
difficulty of the agencies’ assign- 
ment. “It is complicated in two 
ways,” he said. “First, we the 
agencies are three separate and 
distinct companies, working to- 
ward a common purpose, but not 
necessarily a mutual one. In re- 
ality, we three are business com- 
petitors in the most competitive 
business of all. But not for the 
duration of this conference! 
“Second, you the client, are as 
diversified and varied as one could 
imagine. Most of you, in the com- 
mercial sense, 


have practically 
nothing in common with each 
other. You sell different products 


|our feelings, for our problems, you 


will get more effective, more en- 
dedicated 
work from your agencies. And that 


thusiastic and more 


is important to you.” 


contact and product, but weak on 


advertising agency 


little self-examination, too, Mr. 
How suggested. For example: 
“It’s easy enough to say that 
| Agency X hasn’t any creative peo- 
ple. It’s less easy to answer the 
question, ‘How do we know a good 
creative idea when they bring one 
| over to us?’ 

“On the other hand, does the 
|agency contact man always realize 
that the idea his customer evolves 
may just possibly have a creative 
spark in it? Does he take this be- 
lief back to his own staff? At least 
one of us clients—the guy who 
said, ‘They always forget my sug- 
gestions’—doubts it.” 

Sincerity, good housekeeping, 
respect, an open mind—all these 
are two-way streets, Mr. How 
suggested, and extremely impor- 
tant on both sides of the agency- 
client relationship. 


s In the question period a num- 
ber of delicate points were raised. 
One dealt with contacts. A 3M 
man objected vigorously to the 
fact that the head of one agency 
had casually informed a top man- 
agement official at 3M recently 
that “we are not using the agency 
enough or effectively enough—a 
direct implication that they’re will- 
ing and able to do all sorts of | 
things we’re not asking them to 
do, because we’re not very bright.” 
Another 3M man cited an in- 
stance in which his agency was 
working with his merchandising 
department without his knowledge. 
In both instances, agency repre- 
sentatives agreed, the point of 
contact should always be the ad- 
vertising manager, and when oth- 
ers are called on, the advertising 
manager should be aware of what 
is going on, and if possible should 
be present. 


s How can agencies expect to be 
given confidential facts and fig- 
ures in view of the rapid turnover 
of personnel and the possibility 
that the information will subse- 
quently land in other people’s 
hands, was one question. The an- 
swer was simple: This is a prob- 
lem which is unanswerable; the 
possibility of an agency man taking 
confidential information to a com- 
petitive account if he leaves does 
exist, but it is remote. Besides, 
the same problem exists with the 
client’s personnel. 

Clients should be concerned 
about whether their agencies make 


PLANNING STRATEGY—Howard Bergh (left), Graphic Products Group, 


and Bob Culligan, art supervisor 


, discuss details of a forthcoming 


presentation. 


The admen agreed that they some- | 


times asked their agencies to do 
this, but also agreed that it was 
better and more sensible to pay at 
least modest fees for such activity. 

The agency men complained that 
in some instances their complete 
service was not being utilized, to 
which the admen agreed that this 
is laggely a matter of agency ini- 
tiative. They should be constantly 
offering to “grab the ball and run 
with it.” 


s Toughest problem of all, per- 
haps, was: How competitive does 
an advertising manager want his 
agency to be? Does he want them 
to compete for each other’s busi- 
ness? The answer, presumably un- 
satisfactory, was firm—advertising 
managers don’t normally want the 
agencies to be competitive at all. 
They don’t want to have the agen- 
cies competing for their account— 
unless they happen to be dissat- 
isfied. Similarly, and equally sat- 
isfactorily, they are not too happy, 
normally, about their satisfactory 
agency getting more 3M business, 
if they suspect that in the process 
their own claim to attention or 
time may be somewhat reduced. 


who spoke, only six used visual 
jaids and only seven actually 
showed their products. While many 
made excellent presentations, oth- 
|ers were clearly unused to plat- 
|form appearances, he said, urging 
| that they recognize the importance 
|of public speaking in their jobs 
_ and their hopes of personal suc- 
| cess. 


= Neil George of the international 
division, reporting the consensus, 
suggested a more formal associa- 
tion of advertising supervisors, 
and pointed out. that “this is not 
really an advertising-minded com- 
pany at present. Actually, many 
of our functions seem to be 
usurped by marketing and mer- 
chandising people in our divisions, 
and it behooves us to become bet- 
ter business men as well as better 
advertising people, and to be bet- 
ter informed and more aggressive 
in all elements of marketing.” 


® Saturday afternoon was devoted 
to discussion of a new corporate 
identity program for 3M, with a 
presentation of 3M symbols through 
the years by Robert E. Culligan, 
art supervisor, and a general dis- 


Self-Improvement 


cussion of corporate images and 
corporate image advertising by 


S. R. Bernstein, editorial director of 


s Mr. How began with a summary 
of profiles of the three agencies 
(unidentified but easily distin- 
guishable to those present) se- 
cured by questionnairing the di- 
visional managers. One agency 
was described as “pretty good on 


a profit, but agencies don’t tell 
clients how they’re doing, so how 
does the client know?, was an- 


One aspect upon which great 


other question. Answering this, all 
three agencies said they were will- 
ing to show their’ books on any 
particular account to that account. 


s What about asking the agency 
to gamble its time and resources 
in connection with new products 
which do not have important bill- 


|place of advertising and advertis- 


stress was placed throughout the 
conference, by George Sandell and 
others, was that of the over-all 


ing personnel in the 3M picture, 
and the importance of individual 
development. 

Mr. Sandell, for example, re- 
viewed the presentations: made at 
the meeting, pointed out that of 17 
divisional advertising managers 


ADVERTISING AGE. 

Mr. Culligan revealed that 3M 
has commissioned Gerald Stahl, 
industrial designer, to develop a 
new corporate symbol—a_ step 
which may ultimately lead to in- 
creased activity on the corporate 
image front. 3M has some 27,000 
products and 130 trademarks, Mr. 
Culligan reported, and no less than 
28 variations of the 3M trademark 
in use now. 


creativity, and occasionally slop- 
“split personality—strong on copy, 


some divisional men doubt thei 


lem!” 

these reports?”, 
appreciate—the professional loo 
the tell-all-at-a-glance 


bothered by poor performance i 
billing, meeting deadlines, 


performance 


suggestions a fair shake, 
sincere in their relations with us 


s But maybe the client requires 


py.” Another was said to have a| 


— 


ings and may never have them? 


sl 


~ 


pretty good on performance, but 


sincerity in some respects.” The | oe 
third was “very strong creatively, | bal 
modern and versatile—but, boy, | i. 
have they got a bookkeeping prob- | Fy a 


“What can we conclude from | 
asked Mr. How. 
“First, that our people want crea- 
tivity from their agency as the 
No. 1 thing. Second, they seek—and 


. well-done art, expert layouts, | 
illustra-| 
tion. Third, we appear to be more | ies 


etc., | 


in these areas. . .| 
And finally, we love contact men 
who keep us up to date on what’s | 
happening with our work, give our | 
seem | 


| 
4 
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Maize Mic. 


" 


| i 


k 


rs 


ne 


” 


a! 


WORK DISPLAYED— 
Booklets, ‘ads, 
display material 
produced by the 
various divisions 
was informally 
displayed at the 
conference. Here 
Ade Boysen, 
Electrical Prod- 
ucts division, in- 
spects some ma- 
terial. 


It hopes to introduce the new 
corporate symbol at the annual 
stockholder meeting in May, 1961, 
as the first step in a new “look- 
like-a-leader” program. 


a Mr. Bernstein said corporate 
image advertising is important in 
supplementing product advertis- 
ing, but should never be substi- 
tuted for it. He added that it was 
interesting to see Minnesota Min- 
ing concerned with its corporate 
image, despite the fact that cur- 
rently its image is generally con- 
sidered to be among the finest of 
U.S. businesses. 

At the final session on Monday, 
Messrs. Brandon, DonCarlos, Crain 
and Garrett discussed advertising 
planning, budgeting, evaluation 
and merchandising, after which a 
conference critique and sum- 
mary indicated that participants 
felt the weekend had been well 
and profitably spent, and were 
looking forward to future sessions 
and a closer working relationship 
between central advertising staff 
and divisional advertising super- 
visors. + 
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Robert M. Reuschle, General Sales Manager 


CHALLENGE: Provide a way for some 400,000 TV homes in the Nashville 
area to see for themselves the weather conditions in 36 Kentucky, 3 Alabama 
and a full 50 Tennessee counties. 

SOLUTION: Radar, miraculous as television itself, scanning 65,000 square 
miles of the Central South, to show “‘live’’ weather patterns to viewers—ex- 


clusively from WLAC-TV. 


MORAL: Buy the station that wins audiences by meeting the challenges of 
the times—WLAC.-TV. © of course. 


Ask any Katz man—he'll show you the way! 


T. B. Baker, Jr. Executive Vice-President and General Manager 
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Fines Favored Over 
Suspensions in 
Payola Bill Hearing 


WasuHincTon, Aug. 16—Sen. John 
O. Pastore (D., R. I.) indicated 
last week that if he has anything to 
say about it, broadcasters won’t 


have to worry about getting their) 


licenses suspended for “over- 
stepped enthusiasm.” 

Heading the Senate’s payola bill 
hearings (S. 1898), Sen Pastore 
made it clear that he thinks “99 
44/100%” of broadcasters are 
pure, but he added that the few 
that aren’t can be amply punished 
without suspending their licenses. 

By suspension, he said, “you're 
hurting the little boy who wants 
to watch Howdy Doody more than 
the fellow who loses his license.” 

Sen. Pastore explained that he 
wanted to “refine” the arguments 
for suspension, but ended up sug- 
gesting that the Federal Com- 
munications Commission fine of- 
fending stations instead. He asked, 
“Aren’t you punishing the public”’ 
when you suspend a broadcaster’s 
license? ‘““‘Why not [monetary] for- 
feiture—reach into his pockets?” 


® Since broadcasters are more in- 
clined to dig into their pockets 
than to go off the air, they came 
out hard against suspensions in 
last week’s hearing—but Sen. Pas- 
tore had already beaten them to 
the punch. 

Before he called the first wit- 


ness, the senator narrowed the 
issues to these “controversial 
points”: Suspension, forfeiture, 


the duration of fines levied, and 
the “negligent or intentional” pro- 
vision, which specifies that FCC 
may revoke any station’s license 
for negligent or intentional failure 
to observe the provisions of the 
act. / 

Sen. Pastore sided with the 
broadcasters on all points. He was 
not in favor of suspension, he ad- 
vocated forfeiture, and he pro- 
posed a 90-day statute of limita- 
tions beyond which stations would 
not have to pay. 

He agreed that to suspend a 
license on the basis of negligent 
or intentional failure to live up to 
the provisions was not fair, and 
recommended substitution of the 
old “willfully and _ repeatedly” 
clause as criteria. 


® Most broadcasters feel the “will- 
fully and repeatedly” provision, 
which is embodied in the present 
laws, is a more flexible yardstick, 
since a station which carelessly 
or accidently violates the law 
won’t usually come in for more 
than a good scolding. 

When the first witness, FCC 
Chairman Frederick W. Ford, was 
half way through his testimony, 
Sen. Pastore noted the large area 
of agreement, and remarked: “By 
the time we get through with this 
maybe the broadcasters won't 
want to testify.” 


is — 


*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 

Put this record to work for you. Write. wire or call 


THE JINGLE MILL 


143 W. Sist St. N.Y. 19, N.Y. @ Plaza 7-5730 


Mr. Ford pointed out that the 
bill provides an opportunity for 
any person fined to request a 
hearing. “There has been some 
opposition to the authority on the 
part of the commission to impose 
a forfeiture without a hearing,” he 
admitted. 

Mr. Ford also said the current 
problems faced by the commission 
“make it desirable that some less 
drastic but effectively deterring 
sanctions should be available to 


the commission,” other than re- 
vocation of licenses. 

“The commission is of the view 
that authority to impose a mone- 
tary forfeiture on broadcast li- 
censees would provide it with an 
effective tool in dealing with vio- 
lations in situations where either 
revocation or suspension does not 
appear to be appropriate.” 


® The National Assn. of Broad- 
casters, represented by Vincent T. 


Wasilewski, vp for government 
affairs, objected to empowering 
FCC to fine individual stations and 
to suspend their licenses. 

“Not only does the bill delegate 
to the FCC a blank check to im- 
pose forfeitures upon any broad- 
cast licensee for the violation of 
any rule or regulation,” Mr. Wasi- 
lewski said, “but it gives to that 
agency the additional power to 
levy a forfeiture for such an in- 
tangible thing as failure to operate 
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substantially as set forth in the li- 
cense.” 


® Sen. Pastore asked Mr. Wasil- 
ewski how he would feel if fines 
were imposed only if the broad- 
caster “willfully and repeatedly” 
violated the provisions, and if the 
time didn’t extend back for more 
than ninety days. 

“I would not feel nearly as 
strongly,” Mr. Wasilewski ad- 
mitted. # 


There’s a big difference between advice and 


That’s why the plant engineer is one of the 


He is an authority. Just what does a plant 


Do others get into the buying act? Sure! 


after the committee packs up and goes home, 


plant engineer. When he goes home he’s often 
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AFA Moves, Adds 10 Members 
The Advertising Federation of 
America, New York, has leased 
headquarters space at 655 Madison 
Ave. and will move there late 
this summer after alterations are 
completed. Ten organizations have 
joined the AFA. They are: 
Fitzgerald Advertising, New Or- 
leans; Great Wall Advertising, 
Makati Rizal, Philippines; Steven- 
son & Associates, Minneapolis; 
Gulf State Advertising, Houston;, 


,A. C. Nielsen Co., Chicago; Chese- 
brough-Pond’s Inc., New York; 
Daily Courier, Waterloo, Ia.; Her- 
ald, Columbia, Tenn.; FWD Corp., 
Clintonville, Wis., and Edgar Ko- 
bak, business consultant, New 


| York. 


Premiums at High, Contests Off 

Manufacturer premium promo- 
tions reached a half-year high, 
climbing 16% over the first half of 
1959, while over-all contest promo- 


| tions dropped 24% from their peak 
‘about one year ago, according to 
the semi-annual “Promotion In- 
|dex” in the August issue of Pre- 
|mium Practice. Most offers are still 
|aimed at women (41%); those of- 
fered to men climbed nearly 3% 
to 17%; juvenile offers remained 
jaround 15%, and offers to the 
whole family went from 16% to al- 


most 27%, according to the publi- | 


cation. Top premium users were 
manufacturers of health and beau- 


ty aids and canned and frozen 
foods. 


NEMA Unit Names Rider 
National Electrical Manufactur- 
ers Assn., New York, has named 
Sumner Rider & Associates, New 
York, to handle 1961 publicity and 
promotion programs for its con- 


sumer products division. The agen- | 


cy also handles NEMA’s electric 
dishwasher and refrigerator-freez- 
er sections. 


SNR Re Nm oe eee 


Somat a 


Z Message: 


authority. Authority carries a bigger price tag. 


more respected members of the industrial community. 
engineer do? Simple. He plans, he decides, he buys. 
Who are they? Everybody (just read your mail). But 


the man who makes the decision is usually the 


57 


Three Join ‘This Week’ 

William F. Bremer, Robert E. 
Horton Jr., and John P. Renwick 
Jr. have joined the New York sales 
staff of This Week Magazine. Mr. 
Bremer was formerly with Pro- 
gressive Grocer, Mr. Horton with 
| Mademoiselle and Mr. Renwick 
| with Ladies’ Home Journal. 


Dally Agency Adds One 
Powered Products of Texas, 
Austin, Tex., manufacturer of a 
complete line of gasoline and elec- 
tric-power golf cars under the 
brand names Caddy Car and Car- 
ry Car, has named Dally Adver- 
| tising, Fort Worth, as its agency. 


Pickering Joins Rep 

Charles M. (Chuck) Pickering, 
former salesman of WBZ-TV, Bos- 
ton, has joined the Chicago sales 
staff of Television Advertising 
| Representatives. He replaces Wil- 
liam Condon, who has been shifted 
to TvAR’s New York office. 


a ssiiille SOS Se 
BIGGEST 


45 MINUTES 
IN 


y MON. thru FRI. 
5:15 —6 P.M. 
ON 


WBEN-TV 


| The BIG MAC SHOW 
can do a big job for you in 
the Western New York 
market. With back-to- 
school planning and holi- 


day promotions coming up, 
now’s the time to make 
your move. A good place is 
the BIG MAC SHOW on 
WBEN-TV—CH. 4, where 
your dollars always count 
for more. 


get the facts in our new 
* 
Bic MAC 
brochure... from 


HARRINGTON, RIGHTER & PARSONS 
National Representatives 
or write 


WBEN-TV 


The Buffalo Evening News Station 


CBS in Buffalo 
Affiliated with WBEN Radio 
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McCann-Marschalk Adds Two 

McCann-Marschalk, New York, 
has been named to handle the 1960 
campaign of the New York State 
Republican Committee. In 1956 the 
agency (then Marschalk & Pratt) 
also handled the Republicans in 
New York. The Columbus office of 
McCann-Marschalk has been 
named to handle advertising for 
Capital Finance Corp., Columbus, 
effective Sept. 1. 


*Indicates first listing in this column. 
Aug. 2-27. Oklahoma Broadcasters 
Assn., Western Hills Lodge, Wagoner. 
Sept. 2-4. West Virginia Broadcasters 
Assn., annual fall meeting, The Green- 
brier, White Sulphur Springs, W. Va. 
Sept. 8-9. National Business Publica- 
| tions, New York regi 1 f Ho- 
tel Roosevelt. 
Sept. 9-11. lowa Daily Press Assn., 26th 
}annual meeting, Des Moines. 
Sept. 13. Premium Advertising Assn. of 
Be Seript tea | America conference, in conjunction with 
LIBEL, SLANDER, INVASION OF m™ | the New York premium show (Sept. 12- 
MIGEATION OF CGF eter, | 15), Hotel Astor, New York. 
MB nh hn Sept. 14-16. Newspaper Advertising Man- 
Good timing suggests being ready for agers’ Assn. of Eastern Canada, annual 
such events by having our Special EXCESS convention, Mount Royal Hotel, Montreal. 
INSURANCE before the claim arises. It is : i 
adequate for its special purpose and Sept. 18-16. Region 6, Public Utilities 
reasonable in cost Advertising Assn., Tampa Terrace Hotel, 
For details and rates, write Tampa, Fla. 
Sept. 16-19. Mail Advertising Service 
Assn., annual convention, Sheraton Cadil- 
| lac Hotel, Detroit. 
| Sept. 20. Magazine Publishers Assn., 
| annual fall conference, Hotel Pierre, New 
| York. 


Sept. 21-23. Life Advertisers Assn., an- 


An imaginative few of the 
READING. ph tg and 
LISTENING BLIC 
may try to interpret your copy 


Chattanooga Daily Times 


At the edge of the Tennessee River—in the heart 
of the TVA country—a great industrial city 
rises. Chattanooga: home-away-from-home for 
thousands of people in the Tri-State area. They 
swarm to it every day from 40 key counties of 
Tennessee, Georgia and Alabama. They man its 
500-plus factories and produce its more than 
1,500 manufactured articles for nationwide con- 
sumption. 


Like people in any bustling industrial commu- 
nity, Tri-Staters are alert and striving, bent on 
filling out their lives with the good things a 
prospering people enjoy. 


At day’s end they return to nearly a third of a 
million households, filled with men, women and 
children with urgent needs. Lots of needs. All 
kinds.of needs that must be satisfied. 


Tri-Staters make up an eager, responsive mar- 
ket. And the Chattanooga Daily Times serves 
well the marketing, news and cultural require- 
ments of this growing, consuming community. 
Your advertising in it can serve them, too. 


FASTEST WAY TO PROMPT TRI-STATE BUYING ACTION 


£ ° e 
Chattanooga Baily Times == 

pais is = CHAT HANOIA, A TR PeamAY, APL 
Represented by Cresmer & Woodward, Inc. 
and Shannon & Associates, Inc. 
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nual meeting, Essex House, New York. 

Sept. 22-24. Advertising Federation of 
America, 10th District, Little Rock, Ark. 

Sept. 28. Assn. of National Advertisers, 
Workshop on Advertising Managemen 
Ambassador Hotel, Chicago. 

Sept. 29-30. Assn. of National Advertis- 
ers, advertising management seminar, Am- 
bassador Hotel, Chicago. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 3-4. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

*Oct. 3-5. National Newspaper Promo- 
tion Assn., Western Regional Workshop, 
Stardust Hotel, Las Vegas. 

Oct. 4-5. Advertising Research Founda- 
tion, 6th annual conference, Hotel Com- 
modore, New York. 

Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention, Americana Hotel, 
Bal Harbour, Fla. 

Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 
bassador East Hotel. 

Oct. 12-15. Affiliated 
cies Network, 1 
Shadows Resort, Phoenix. 

Oct. 12-15. National Newspaper Promo- 
tion Assn., Southern Regional Workshop, 
Phoenix Hotel, Lexington, Ky. 

Oct. 13-14. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, At- 
lanta. 

Oct. 13-14. American Assn. of Advertis- 
ing Agencies, central region annual meet- 
ing, Ambassador West Hotel, Chicago. 

Oct. 13-15. Junior Panel Outdoor Adver- 
tising Assn., annual convention, Hilton 
Hotel, Pittsburgh. 

Oct. 13-15. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

*Oct. 14-15. Northwest Daily Press Assn., 
Hotel Normandy, Minneapolis. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Sheraton 
Towers, Chicago. 

Oct. 16-17. Texas Assn. of Broadcasters, 
fall convention, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 16-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 16-19. American Assn. of Advertis- 
ing Agencies, western region annual con- 
vention, Hotel del Coronado, Coronado, 
Cal. 

Oct. 17. New England Newspapers Ad- 
vertising Bureau, 23rd annual meeting, 
Hotel Statler-Hilton, Boston. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 

Oct. 17-18. Agricultural Publishers Assn., 
annual convention, Advertising Club of 
New York and Hotel Biltmore. 

Oct. 18-19. National Assn. of Broadcast- 
ers, fall conference, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 18-21. National Assn. of Educational 
Broadcasters, annual convention, Jack Tar 
Hotel, San Francisco. 


, 


Advertising Agen- 


Oct. 19-21. Audit Bureau of Circula-| 
tions, annual meeting, Biltmore Hotel, 
New York. 


Oct. 20-21. National Assn. of Broadcast- 
ers, fall conference, Mark Hopkins Hotel, 
San Francisco. 

Oct. 22-26. National Newspaper Promo- 
tion Assn., central regional convention, 
Sheraton Towers Hotel, Chicago. 

Oct. 24-25. National Assn. of Broadcast- 
ers, fall conference, Denver Hilton Hotel, 


Denver. 


Oct. 27-28. National Assn. of Broadcast- | 


ers, fall 
Omaha. | 

Oct. 30-Nov. 3. Financial Public Rela- | 
tions Assn., 45th annual convention, Hotel | 
Statler-Hilton, Boston. 

Nov. 1-3. Point-of-Purchase Advertising | 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum. | 

Nov. 2-3. American Assn. of Advertis- 
ing Agencies, eastern region annual con- 
ference, Biltmore Hotel, New York. 

Nov. 13-16. Assn. of National Adver- 
tisers, annual meeting, The Homestead, 
Hot Springs, Va. 

Nov. 14. National Business Publications, 
San Francisco regional conference, Jack 
Tar Hotel. 

Nov. 14-15. National Assn. of Broadcast- 
ers, fall conference, Statler Hilton Hotel, | 
Washington, D. C. 


conference, Fontenelle Hotel, | 


Nov. 14-16. Broadcasters’ Promotion 
Assn., annual convention, Sheraton 
Charles Hotel, New Orleans. 

Nov. 14-16. Southern Newspap Pub- 
lishers Assn., 57th anniversary conven- 
tion, Boca Raton Hotel and Club, Boca 
Raton, Fila. 

Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New York. 

Nov. 17. National Business Publications, 
Los Angeles regional conference, head- 
quarters to be announced. 

Nov. 21-22. National Assn. of Broadcast- 
ers, fall conference, Edgewater Beach Ho- 
tel, Chicago. 

Nov. 28-29. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, New 
York. 

Nov. 30. American Assn. of Advertising 
Agencies, east central region annual meet- 
ing, Statler Hilton Hotel, Detroit. 

Dec. 13. Assn. of National Advertisers, 
workshop on “Gaining Sales Force and 
Trade Support for Your Promotional Pro- 
gram,” The Plaza, New York. 

*Jan. 19, 1961. Assn. of National Adver- 
tisers, Workshop on Advertising Evalua- 
tion, Plaza Hotel, New York. 

March 26-30, 1961. National Business 
Publications, annual spring meeting, El 
Mirador, Palm Springs, Cal. 

May 21-24, 1961. National Newspaper 
Promotion Assn., annual convention, Wal- 
dorf-Astoria Hotel, New York. 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
dor Hotel, Los Angeles. 

Oct. 69, 1961. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
New York. 


Chemway Boosts McNamara 
Lady Esther division of Chem- 

way Corp., New York, has appoint- 

ed Leo J. McNamara as assistant 


to the president. He joined Chem-| 


way in 1952 and has been adminis- 
trative president of the household 
products division since 1958. 
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Westinghouse Sets Bulb Drive 

Westinghouse Electric Corp. has 
set the most extensive fall market- 
ing program in the lamp division’s 
history for the new light bulb line. 
The drive will include network tv 
(election coverage on CBS and a 
situation comedy on NBC), color 
ads in women’s magazines and 
Sunday newspaper supplements. 
McCann-Erickson, New York, is 
the agency. 


Kodak Promotes Three 

F. Richard Holtz, manager of the 
international advertising division 
of Eastman Kodak Co. since 1958, 
has been named manager of both 
international advertising and sales 
promotion. Kodak also has named 
Horace A. Dutton manager of the 
international sales promotion divi- 
sion and Richard Fuller manager 
of the international advertising di- 
vision: 


BofA Boosts Arnold 

The Bureau of Advertising, 
ANPA, has named Mark R. Arnold 
as manager of its retail and classi- 
fied division. Previously, Mr. Ar- 


nold was retail manager of the 
BofA. 


Cross Joins Spitzer & Mills 


George E. Cross, formerly exec 
|vp and general manager of Walsh 
| Advertising Co., has joined Spitzer 
|& Mills, Toronto, as a vp. 


NORTH CAROLINA NY 


JOURNAL ~~» SENTINEL 


. . . the only daily newspapers covering an important 11-county area of 


North Carolina. Buy growing, prosperous Winston-Salem . 


Northwest North Carolina, too . . 


. . get bustling 


. where people shop the pages of the 


Journal and Sentinel . . . North Carolina’s COLORACTION newspapers. Pub- 
lished morning, evening and Sunday. Combined daily circulation 108,617. 


National Rep., Kelly-Smith Co. 


dot structure 


IS> This is the formula 


= your money’s worth 
in the magazine © 


that keeps Hutchings & Melville engravings 
Selling at the Point of Impression 


Hutchings & Melville, Inc. 


custom photoengraving 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 


>> All color engravings for wet printing are proofed exclusively on 4-color proof presses 
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The world's great orchestras perform to capacity audiences in the 
beautiful Peristyle of Toledo's famous Museum of Art 


OLED 


...market 


on the move! 


Just how do you determine the true character of a market? 


Do you judge it solely by its industrial and commercial activities— 
and stop there? 


Or do you probe deeper—examining the way its people live and 
play and pursue the finer things of life—the cultural patterns that 
reflect and determine to a great degree the true character of a market? 


The Toledo Museum of Art is a center of culture and a source of 
pride to people all over northwestern Ohio and southern Michigan. 
Latest annual attendance figures show the ratio of visitors to popu- 
lation to be 93%. Little wonder, either, for the quality of its collec- 
tions places the Toledo Museum of Art among the top ten museums 
in America. It presents the world’s greatest visiting exhibits and 
brings each year to Toledo the finest musical organizations, playing 


to capacity audiences. 


Among major museums in the United States the 
Toledo Museum of Art is second only to Wash- 
ington’s National Gallery in per capita attendance. 


Clearly, the Toledo area’s | million people are interested in the finer 


things of life—an interest demonstrated by the finer things they buy 
for their families. With a net effective buying income of over $2 
billion, the Toledo market offers and will continue increasingly to 


offer national advertisers a market place of unusual opportunity. 


Fortunately The Blade provides an intensive coverage of its market 


that is matched by few newspapers in the nation. 


THE BLADE 


One of Americas Great Newspapers 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Many Newspapers in U. S. Have Found 
Discounts Profitable, ‘Tribune's’ Tomei Says 


To the E@itor: In further refer- 
ence to the news story in your 
July 4 issue concerning the current 
r.o.p. color campaign on Salem 
cigarets placed through William 
‘Esty Co., we are mindful that your 
July 18 article, pointing out that a 
number of newspapers, including 
the Chicago Tribune, were “auto- 
matically included on the Rey- 
nolds schedule and no discounts 
were requested,” helped to clear 
up some confusion. However, we 
feel that there are still areas of 
misconception as a result of the 
original story which seemed to 
categorize newspapers into (1) 
that group which secured the 
Salem campaign largely because 
of extra discounts and rate con- 
cessions and (2) those newspapers 
which did not get it because of 
inflexible rate structures. 

Your editorials on July 11 and 
July 18 further indicated possible 
retrenchment from rate integrity 
and, on behalf of our industry, we 
are most anxious that there be no 
incorrect image about newspapers. 

Speaking for our newspaper, the 
Chicago Tribune has now, and has 
had for a number of years, bulk 
and page contracts which make it 
possible for advertisers to earn 
discounts ranging from 10% to 
24%. We have found our discount 
system a successful and profitable 
way of doing business, and we 
believe our general advertising vol- 
ume attests to its favorable accept- 
ance as an incentive to advertisers. 

We feel we are not alone among 
American newspapers in this con- 
viction. In checking Standard Rate 
& Data Service it is noted 154 
newspapers employ some type of 
system for volume, page and/or 
frequency discounts. These news- 


The Shot That Was Heard 
Around the Agency 

To the Editor: As a former in- 
fantry officer, whose duty quite 
often was to check target scores 
on the rifle range, I am somewhat 
puzzled by the ad for Sports Afield 
on Page 69 of the July 25 Apver- 
TISING AcE. How come the edges 
of the paper surrounding each 
“shot” face outward instead of in- 
ward? What was behind the tar- 


WHY OVERSPEND ON) 
SCATTER-SHOT MEDIA... 


when you can pmnpount your Laisure Time market— 3.200.000 known spenders. 
—at a fraction of the cost with the Big Three Sportsmen's Magazines? 


SPORTS AFIELD + OUTDOOR LIFE - FIELD & STREAM 


UP 21TH  Maseret crecucaren cai OF any macazins 
PrRLO Ot TE LAST IS Teaes: 


SPORTS AFIELD (=== 


get? Steel? That would cause a 
shot to bounce back, or were these 
holes created by a non-military 
man who pierced the target paper 
with a pencil and upon each with- 
drawal pulled back the paper holes 
with him? Or what? 
John T. Clayton, 
Director, Public Affairs, WHLI, 
Hempstead, N. Y. 


*Sharp-eyed. Reader Clayton is 
quite right. J. M. Hickerson Inc., 
Sports Afield’s agency, says the 
target was backed with a metal 
plate. 


papers have a total daily circula- 
tion of almost 23,500,000, over 42% 
of the total daily newspaper cir- 
culation in the US. 

Which of these newspapers are 
on the Salem schedule we have 
not determined, but it seems rea-, 
sonable to conclude that an adver- 
tiser seeking discounts and a low 
cost per 1,000 should be able to 
achieve this through normal busi- 
ness transactions with newspapers 
accounting for a substantial por- 
tion of the daily newspaper cir- 
culation in this country. 

Under our rate structure we 
deliver r.o.p. color pages in the 
daily Tribune for Salem cigarets 
at a cost of $6.39 per 1,000, well 
under the $7 per 1,000 objective 
set up by the Esty agency. 

As a further point, I can speak 
at first-hand about another news- 
paper. Recently our general ad- 
vertising sales department took 
over the duties of selling space in 
Chicago’s American. For some 
time we have been printing both 
papers on the same presses with 
the same color facilities. Under 
conditions where identical copy is 
run in both newspapers. within a 
limited period, a rate has been set 
up which offers all national ad- 
vertisers a reduced r.o.p. color 
premium in Chicago’s American. 

In the case of Salem cigarets 
this paper delivers r.o.p. color 
pages at a cost of $6.87 per 1,000. 
May I emphasize that this re- 
duced premium for Chicago’s 
American is no special concession 
but available to all advertisers 
filling the requirement, in the 
same manner as Tribune discounts 
have been since their inception. 

All of this, I hope, indicates that 
we and a large group of important 
American newspapers are not 
subject to a considerable amount 
of criticism that has arisen regard- 
ing rate structure and business 


integrity. 
Felix J. Tomei Jr., 
Assistant Manager, General 
Advertising, Chicago Tribune. 


Democrats Alone Not to Blame 
for Anti-Ad Attitude, He Says 

To the Editor: Include me among 
the many congratulating you on 
your fine editorial, “Are Our 
|Standards of Living Too High,” 
which appeared in your July 25 is- 
|sue... 
| There is, however, one criticism 
|I have of your editorial and that is, 
in a sense, you are guilty of mak- 
ing the same error of which you 
accuse the Democratic Party. 
Whereas you imply that the Demo- 
crats make advertising the current 
|whipping boy because “ ‘Madison 
| Avenue’ is a convenient (and suf- 
|ficiently nebulous) symbol to 
make a good rallying point” you 
|place much of the blame for the 
|current general disrepute of the 
ad industry on the Democrats be- 
cause it is likewise convenient. 

As you well know, the Democrats 
alone are certainly not to blame 
because under the current Repub- 
lican administration more curbs 
have been placed on the industry 
and more criticism levelled against 
it than ever happened before. How- 
ever, I do not wish to be guilty —as 
I have accused you of being—by 
blaming the Republicans because 
its administration is a convenient 
whipping boy. The problem is 
more complex. 

As I see it there are today in- 
creasing numbers of pseudo-intel- 
lectuals, aspiring politicians, and 
Ivory-Towered Do-Gooders, who, 
for purposes of publicity, social 
Status, pedantry, or, heaven- 


knows-what, are trying to create 
an impression that anything ‘“‘com- 
mercial” is a form of smelly fish 
mongery or something repulsively 
unclean. Despite their supposed 
intelligence they fail to realize 
that America’s enviable standard 
of living, unheard of comfort and 
luxury, high level of employment 
and unprecedented leisure have 
been brought about largely through 
the efforts of those nasty “hidden 
persuaders” and the very industry 
they are trying so hard to ma- 
lign... 
Wilfred Guenther, 
Advertising Counsel, Toledo. 


To the Editor: Your editorial 
was a first class job and something 
that certainly needs to be said... 

Ford Stewart, 

President and Publisher, Chris- 

tian Herald, New York. 


To the Editor: ... You will be 
pleased to know that, as a cham- 
pion of advertising and its benefits 
upon our American economy, I 
have taken many opportunities to 
express to as many people as 
possible the importance of ad- 
vertising ... 

S. Bosin, 

Sales Manager, Federal Adver- 

tising Corp., Paterson, N. J. 


To the Editor: ...The miscon- 
ception is, to a large degree, the 
fault of the advertising industry 
itself. In preoccupation with the 
image of its clients the trade has 
failed to make clear to the average 
laymen that advertising lowers 
prices, creates jobs, provides 
(sometimes indirectly) the tax 
revenue for defense, roads, schools. 

Without advertising the mass 
consumption of essential and/or 
merely enjoyable products could 
not exist...and our economy is 
based on mass production for mass 
consumption. 

This seems elementary to those 
in the trade; somehow it has not 
been clarified to the man in the 
street. Nor will it be until adver- 
tising as an industry (who else?) 
expounds its own virtues as sin- 
cerely as it does those of its clients. 

Donald E. Wood, 

Editor, Automatic Machining, 

Rochester, N. Y. 


To the Editor: I think that [the 
editorial] is very well done and 
certainly a lot of very able in- 
dividuals on Madison Ave. have 
probably suffered from whipping- 
boy persecution. 

However, I can’t help but think 
that we are going through a revolt 
against certain excesses that have 
been forced upon us through ad- 
vertising and selling. Certainly the 
popularity of the foreign automo- 
bile is a revolt against the garish- 
ness and planned obsolescence that 
has dominated the automobile 
industry, where a car is discarded 
because of style rather than be- 
cause of function... 

If the move toward austerity is 
for the elimination of these sham 
features in our lives and towards 
putting greater emphasis upon 
basic things and getting our senses 
of value in truer perspective, I 
think it is a healthy thing for all 
of us, including the advertising 
profession. I think that good work 
can be done along this line without 
in any way reducing our standard 
of living. 

Your editorial is thought-pro- 
voking and you are to be con- 
gratulated for it. 

Joseph S. Peacock, 

President, Peacock Business 

Press, Park Ridge, Ill. 


Stratton Was Answering 
Democrats, He Declares 

To the Editor: Your front page 
box commenting on Gov. Stratton’s 
remarks at the Republican con- 
vention (AA, Aug. 1) makes me 
wonder if you understood what he 
was talking about. 

I recall that the phrase makers 
(new deal, fair deal, cutting the 
cards, etc.) were the Democrats at 
their convention, who then with a 
fine disregard for consistency rid- 
iculed advertising for image build- 
ing. 

Gov. Stratton’s answer seems 
quite appropriate under the cir- 
cumstances. 

Phil Lansdale, 
Lansdale Co., Los Angeles. 


The governor of Illinois, William 
G. Stratton, said at the opening 
session of the convention: “The 
time for quibbling over meaning= 
less phrases is. over. We want 
straight talk in our platform. We 
want flesh and blood on our ticket, 
not a pale creation or image of 
Madison Ave.” 


When a Cliche Becomes a 


Joke, It's No Longer a Cliche 

To the Editor: I am gratified 
that you chose to print the letter 
from Fred Lewis (AA, Aug. 8) 
because he seems to be alone in 
having appreciated, at least for a 
moment, the true intent of my 
letter in the July 25 issue. [Mr 
Reading quoted a letter from Lima 
asking for “cliches” and said his 
agency had combed its files for 
“cliches” but no one could remem- 
ber having seen a “cliche” in any 
of its copy.] 

Mr. Lewis was correct in his 
first impression that I was writing 
with tongue in cheek, but appar- 
ently my effort did not fare so well 
with other readers. For the record, 
then, please let it be known that 
I comprehend the meaning of the 
term “cliche” in the sense our 
Lima correspondent intended. I 
had hoped to share an amusing 
experience by quoting the context 
of his. letter, which was the source 
of my amusement, because it em- 
phasized the more popular conno- 
tation of the term in English. 

We sent proofs to the distributor 
only because no ad mats, electros 
or cuts are available for such use 
in our client’s present modest pro- 
gram. The request was handled 
with speed and intelligence and 
the client was pleased, as usual. 

To Mr. Lewis, my thanks for 
his forbearance. Among my other 
critics, the unfriendly, the rude, 
the presumptuous and the humor- 
less can go soak their hot little 
heads. 

William O. Reading, 

Bert S. Gittins Advertising, 

Milwaukee. 


Attack Was Testimonial 


to FTC, Business Bureau Says 

To the Editor: In the Aug. 10 
issue of “DaTa,” the weekly pub- 
lication of the Better Business 
Bureau of Los Angeles, will ap- 
pear the following story about the 
letter from Davis-Harrison-Sim- 
monds, which appeared in your 
“Voice of the Advertiser” column 
on Aug. 1: 

“A letter to the editor which ap- 
peared in ADVERTISING AGE of Aug. 
1, which on its face appears to be 
a vitriolic attack on Earl Kintner, 
chairman of the FTC, is, when the 
full facts are disclosed, a real 
testimonial as to the vigor with 
which the FTC is moving against 
misleading advertisers and their 
devious schemes. 

“The letter was signed ‘T. S. 
Simmonds, Vice-President, Davis- 
Harrison-Simmonds, Hollywood,’ 
a firm for which no listing could 
be found in the telephone direc- 
tory nor in the advertising agency 
directory. The letter sounded like 
Don L. Davis, Gadget-of-the- 


Advertising Age, August 22, 1960 


Month Club promoter, whose ac- 
tivities have been exposed by 
articles in ‘DaTa’ on 11 occasions 
and who has been subject to at 
least two actions by the FTC. 

“BBB files revealed that ‘Davis- 
Harrison-Simmonds’ was the name 
used by Davis 12 years ago in 
placing radio advertising for the 
Gadget-of-the-Month Club. The 
letter written to the editor of 
ADVERTISING AGE showed the re- 
turn address as 6600 Lexington 
Ave., which is the Gadget-of-the- 
Month Club’s address. 

“It is difficult to remember all 
the fictitious trade names with 
which Davis has been or is identi- 
fied. In addition to Gadget-of-the- 
Month Club, they include Fisher- 
man’s GMC; Garden GMC; Per- 
fume GMC; Model GMC; Gadget 
Nook of America; Gadget Guild of 
America; Toy-of-the-Month Club; 
Peerless Premiums Ltd.; Inter- 
national Federation of Inventors; 
American Society of Registered 
Inventors; National Assn. of In- 
ventors; American Society of Wo- 
men Inventors; Consumers Test- 
ing League; Los Angeles Small 
Businessmen’s Assn.; California 
Small Businessmen’s Assn.; Amer- 
ican Federation of Small Business- 
men’s Organizations; and Interna- 
tional Alliance of Small Business 
Organizations. 

“A man is known not only by 
the friends he makes but also by 
the enemies he makes. The Davis 
attack should add to the Kintner 
stature.” 

Robert J. Bauer, 

President, Better Business Bu- 

reau of Los Angeles. 


The Day AA Stopped 
Publishing! Horrors! 

To the Editor: Sometimes, as 
you know, we fail to appreciate the 
good things of life until, one day 
—they’re gone! 

Three such possible instances 
have been brought to mind. In the 
world’s greatest advertising pub- 
lication, issue of June 27, 1960, on 
Page 90, you reported a campaign 
ad prepared for the Bureau of Ad- 
vertising, American Newspaper 
Publishers. Assn. Headline: “What 
Would Happen If All Advertising 


Stopped?” It was a dandy ad! Food . 


for thought. 

Then, on July 25, you published 
a full-page for Metropolitan Sun- 
day Newspapers Inc. Headline: 
“The Day the Funnies Stopped.” 
It was a powerful stopper, too! 

Both brought to mind a two- 
color spread prepared by this 
agency last year for our client, 
Cornelius Co., subsequently pub- 
lished in the August, 1959, issue 
of Rocky Mountain Construction; 
later, in the Arizona-New Mexico 
Builder & Contractor. Headline: 
“The Day All Road Work Stopped.” 

Could this indicate that some of 
us, at least, have stopped to con- 
sider some of the finer things in 
life—such as advertising, comic 
strips and the importance of our 
road building industry and those 
who serve it? We think so, and are 
encouraged by this alert aware- 
ness by advertising people to re- 
mind us of so many, many won- 
derful things we in America all 
too often take for granted! 

As to the “What If” approach, 
we certainly don’t claim to have 
originated it. Undoubtedly, it’s 
been used many times before, in 
various ways. May these three 
examples, however, serve to re- 
mind us all that in reality each 
could conceivably disappear from 
the American scene. No further 
comment necessary. 

The result, however, would be 
almost as bad as if we were to 
read the gruesome headline: Ap- 
VERTISING AGE Stops Publishing! 

Of course, none of these could 
ever really hap—or, could they? 

Dallas Wyant, 

Account Executive, Frederic 

Airy Advertising, Albu- 

querque. 
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B Who else makes flashlight batteries? 


Ask anybody, “Who makes flashlight batteries?” Chances are 
he'll say “Eveready.” 

Everybody knows the “Eveready” story. A thin beam of light 
shines through the stormy night. An alert State Trooper spots 
it; stops his car to investigate. Fifty feet from the highway he 
finds an overturned truck and a trapped driver desperately 
shining his flashlight (complete with “Eveready” Batteries) for 


rescue. 

Another chapter in the “Eveready” story. A story that first 
appeared in Metro Sunday Comics almost twenty years ago. A 
story to keep in mind any time you find yourself questioning 
the potency of Sunday Newspaper Comics advertising. 

“Eveready” has traveled the Comics route to help create one 
of the most eminent brand images in any field. Along the way, 


Comics contributed the audience, identification and acceptance. 

Consider these facts about the Metro Sunday Comics Net- 
work: 

ract: More people read Metro Sunday Comics than any other 
print medium — over 40,000,000. As always, section readership is 
terrific. (Ask for latest studies. ) 

ract: Metro’s regular families include more college graduates, 
more professionals, more adults, more teenagers, more kids than 
you can reach in any other medium. And you reach them all at 
once for the price of one insertion. 

ract: In the income brackets that count — over $4,000; over 
$7,000; over $10,000—Metro Sunday Newspaper Comics’ families 
rank well above U.S. averages. 

ract: During the key “buying years”—18 to 34— readership of 


Sunday Newspaper Comics tops that of all other feature sections. 
Fact: People who read Comics become involved in the situa- 

tions; identify strongly with many of the characters— develop a 

strong sense of loyalty to the medium. The result: a strong sense 

of loyalty to the advertisers. (Ask us for the new studies on this. ) 
Fact: You can get the complete story on Metro Sunday Comics 

Network by calling MUrray Hill 9-8200 in New 

York City — or any of our branch offices listed 

below. (Send for our brand new study on effec- 

tive audience potential, entitled “2 x 2 = 16 — 

Or Doe’ It?”) 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Sales Offices: 260 Madison Avenue, New York 16, N. Y., MUrray Hill 9-8200 = Chicago 11, 1710 Tribune Tower © Detroit 2, New Center Building * Los Angeles 5, 3460 Wilshire Boulevard © San Francisco 4, 155 Montgomery Street 
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THE NATIONAL NEWSPAPER OF MARKETING 


Testing Your Way to More Profit... 


Seven Basic Steps in Planning the Test Marketing 
of a New Consumer Package Goods Product 


By Everett C. Bradley 
Vice-President, Robert Bragarnick Inc., 
New York 


Much has been written about test mar- 
keting and many views are held. The arti- 
cle that follows here is based upon direct 
experience in the highly competitive 
packaged goods field. The author has 
played a key part in the successful test 
marketing and national introduction of 
half a dozen brands which are selling 
profitably over today’s counters. 

The test marketing procedure described 
is not a way to quick riches. It is a way 
to build long term for major sales vol- 
ume and profit. 


The Background 

The discussion which follows is con- 
cerned primarily with the development 
of test marketing plans for products in 
the package goods field. The basic ap- 
proach discussed is one that has been used 
successfully to bring to market some of 
the outstanding national brands. Other 
test marketing programs have been suc- 
cessful but in many cases these are de- 
pendent upon the particular skill or dar- 
ing of an individual operator. 

Perhaps the single most important re- 
quirement in developing a proper test 
marketing plan is time. If insufficient 
time is allowed for development of the 
plan, a product can be doomed to failure 
or mediocrity. 

The basic objective is to develop a 
test market plan aimed at achieving a 
given share of market and to expand that 
plan to national scope with a reasonable 
guarantee of success. To do this means 
allowing adequate time to plan all phases 
of activity with the greatest care and skill. 
Once the actual test marketing starts, 
there is little opportunity for change. The 
strategy has been planned, the troops have 
been committed and the whole operation 
must be executed with maximum efficien- 
cy. 


Some Basic Assumptions 

In this discussion we make certain as- 
sumptions. These are: 

e 1. That the objective is to build a brand 
for the long term. 

e 2. That there will be substantial vol- 
ume and profit to be had from a success- 
ful operation. 

There are two critical periods of time 
involved: 

(a) The first critical period of time is 
when the company is working toward the 
decision as to whether the particular 
product under consideration is worthy of 
test marketing; 

(b) The second critical period of time 
is concerned with the development of the 
actual test market plan. 


Pre-Test Market Considerations 
I. The Product 


First consideration has to go to the 
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product itself. Two basic considerations 
can be involved here: 


(a) Is the product superior to its 
competition? 

(b) Is the product.-equal to its com- 
petition? 

To get the proper answer to these 
questions involves extensive consumer 
research. The most satisfactory research 
for this purpose, in our opinion, is the 
blind product test. This research, prop- 
erly done, can show clearly how well 
the new product measures up to its 
competition in terms of over-all prefer- 
ence as well as in detail of perform- 
ance. 

Chances of success are greater if the 
product is superior to competition. 
There are instances where success has 
been achieved with a product that ap- 
pears to be only equal to its chief com- 
petition. In these instances, original 
ideas on packaging, advertising and 
sales promotion can lead to success. 


II. Potential Volume and Profit 

Can the product attain worth while 
volume and profit in its field? Natu- 
rally, the answer to this will vary ac- 
cording to companies. Since we are talk- 
ing primarily about big companies with 
the objective of building a big brand, 
we assume that unless substantial vol- 
ume is projectible, no test marketing 
will be done. 


Ill. Cost and Payout 

How much will it cost to achieve the 
sales objective? Is the company willing 
to do investment spending? To build a 
major brand in the highly competitive 
packaged goods field calls for heavy 
expenditures nationally. Basically the 
answer to this question stems from the 
answer to “How big a business does 
the company believe it can build na- 
tionally?” 

Once this question has been answered, 
a plan can be put together to show 
how much advertising and sales pro- 
motion effort is needed, how much it 
will cost and how long the payout pe- 
riod will be for the national plan. 


IV. Production of Goods 
What is the status of factory produc- 


A down to earth, step by step procedure for market testing a new 
consumer package goods product is outlined here. The author, now 
vp of the recently formed market counseling firm of Robert Bragar- 


nick Inc., has had extensive experience in test marketing and in 


the introduction of such national brands as Joy liquid detergent, 
Stripe toothpaste, Lilt home permanent, Spic & Span household 
cleaner, and Fluffo shortening. He has been a vp of J. Walter 
Thompson Co., Compton Advertising and Benton & Bowles. 


tion? This needs to be clearly estab- 
lished for both test marketing needs 
and for national distribution. Time and 
money can be wasted if adequate pro- 
duction is not available at all times. 
After the best estimates have been 
made of quantities of goods needed for 
initial distribution, regular sales and 
any special quantities for promotion, it 
is well to add a cushion for reserve 
against possible out-of-stock conditions 
that occur during test marketing. (It is 
well to consider here, too, the speed of 
national distribution assuming success- 
ful test marketing. If possible to intro- 
duce all over the country simultane- 
ously, there are advantages from the 
use of national media, national promo- 
tion and the over-all impact of this kind 
of introduction.) 
A a *~ 
Once all of the above basic factors have 
been considered and answers set down, it 
is possible to begin to build the actual 
national and test market plans. 


Planning the Test Marketing 

Ideal time tables are hard to live up 
to, but close adherence to one can pay 
big dividends in marketing a new prod- 
uct. We show below a schedule of opera- 
tions that has worked effectively: 


Step +1—Review all blind product re- 
search and summarize the product char- 
acteristics which seem to have the most 
meaning to the user (and summarize the 
strengths and weaknesses of chief com- 
petition as shown by this research.) 

At this point, the first critical decision 
can be made: 

“Our product is clearly superior to com- 
petition and our plan can be based upon 
that superiority”; or 

“Our product is no better or no worse 
than competition but since we believe 
there is room in the market for another 
brand, we want to go ahead anyway. 
Therefore, our plan must get its strength 
from something other than product su- 
periority.” 


Step #2—Once the decision has been 
made that the product is worthy of test 
marketing, the time has come to make 
decisions on: 


a. Retail Price*—In most cases in the 
package goods field, it will probably 


be considered wise to price the product 
competitively. There can be instances 
where a higher or lower price than 
that which prevails generally in the 
field is indicated. It is important that 
whatever pricing policy is chosen, the 
reasons for it are clearly recorded so 
that they will be available to the people 
who will work out the over-all mar- 
keting plan. 


b. Profit Margin*—Again normally this 


will be competitive, but if for any rea- 
son it is not, the reasons should be 
recorded. 


c. Sales Objective*—The desired nation- 


al share of market should be set for at 
least the first three years of operation, 
by years. One controlling factor in this 
decision is the minimum sales volume 
which the company considers worth 
while. Once this has been determined, 
the estimate can be revised upward, de- 
pending upon the product’s indicated 
superiority in its field and competitive 
product and advertising strengths. This 
calls for a review of all of the leading 
competition and the shares of market 
achieved, as well as consideration of 
over what period of time these shares 
were achieved and by what methods. 


*If there is major divergence of 
opinion on these points, different 
levels can be tested. 


d. Cost of Advertising and Sales Promo- 
tion—With a decision made on antici- 
pated sales volume, it is possible to set 
down the cost of the advertising and 
sales promotion needed to achieve that 
volume. There is a distinction here be- 
tween the actual dollars turned up by 
the goods sold versus the cost of the 
plan which will be needed to do the 
job. The fundamental decision of man- 
agement is whether it is going after 
maximum sales volume accompanied 
by investment spending or whether it 
is aiming at a lower share of market 
to be achieved on a “pay as you go” 
basis. 


Since we are talking about major 
volume package goods items, it is 
almost certain that the large manufac- 
turers will want to go after major vol- 
ume and be willing to undertake in- 
vestment spending. Except in the most 
unusua! cases, it would be impossible to 
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Payout Table for Hypothetical 
Investment Spending Brand 
Ist Year 2nd Year 3rd Year 4th Year 
Cases 2,000,000 2,200,000 2,500,000 2,500,000 
Full Available 
Per Case $2 $2 . $2 $2 
Revenue $4,000,000 $4,400,000 $5,000,000 $5,000,000 
Advertising and 
SP Costs $6,000,000 $4,000,000 $3,500,000 $2,500,000 
(Per Case) ($3) ($1.81) ($1.40) ($1) 
| - "In the Red” | 
re By Yeat —$2,000,000 +$ 400,000 +$1,500,000 + $2,500,000 
; Cumulative —$1,600,000 —$ 100,000 + $2,400,000 


gain important position in any one of 

the major package goods fields with- 

out this kind of planning. 

To illustrate how this might work out, 
we show here a table for a hypothetical 
brand with a sales objective of 2,000,000 
cases the first year and 2,500,000 in the 
third and fourth years. The total avail- 
able to spend is $2 per case, and, as the 
table shows, this volume and the rate of 
expenditure provide for payout in just 
over three years. 

Several important factors show up in 
the accompanying table: 


e 1. First, the need for the best possible 
judgment in making sales estimates. 

e 2. Second, the need for careful cost 
accounting to determine the “Full avail- 
able per case,” since this will determine 
the speed of payout. In making the 
estimates of “Full available per case,” 
the best possible knowledge should be 

applied to the forecasts of future costs. 
While in the hypothetical table we have 
kept this at an even $2 per case 
throughout the payout period, it could 
well be that in an actual case this 
would vary upward or downward over 
that length of time, depending upon 
the expert forecasts of costs. 
3. Third, the advertising and sales pro- 
motion costs as shown in the table 
should represent the best judgment on 
what it will take in the way of adver- 
tising and sales promotion to achieve 
sales goals. Naturally, the payout period 
can be shortened or lengthened depend- 
ing upon how these costs are set. 

e. The Production of Goods—The rate of 
production is worked out in great de- 
tail, based upon the estimates of the 
amount of goods required to get initial 
distribution, take care of repeat sales, 
to handle any promotional activities 
and if possible provide for a cushion 
over and above these estimates. At this 
time, consideration is given rot only 
to the test market needs but to the 
national market needs, based upon the 
sales objectives. 


Step +3—Once the above decisions have 
been made, the job of creating copy and 
marketing concepts can begin. This is a 
highly critical part of the planning, for it 
is these copy and marketing concepts that 
will be the foundation of the entire plan 
and determine its ultimate success. At 
this stage of the game, all known facts 
should be reviewed which will help de- 
velop the concepts. This includes all 
facts about the product itself and its ac- 
ceptance and performance in the field. 
It also includes all facts about competi- 
tion—their pricing and discount policies, 
their promotional policies, estimates of 
sales volume and advertising expendi- 
tures, etc. 

Only when all of this basic material 
has been turned over to those people who 
have the responsibility for creating the 
plan, can they begin to function effec- 
tively. 


@ We emphasize the importance of full 
discussions at this stage of the game. 


What should be accomplished at this point” 


is the clearest possible statement of the 
views of the company and agency man- 
agement in the over-all copy and market- 
ing concepts. There have been examples 


of test marketing plans going awry be- 
cause insufficient discussion was held at 
the outset to get the full views of the 
key people. Once these views have been 
clarified and set down in writing, it is 


. possible for the people who will develop 


the actual plan to consider them fully 
and either accept them or reject them, 
giving detailed reasons for their recom- 
mendation. It is considered especially ad- 
visable to have these over-all copy and 
marketing strategies worked out even be- 
fore attempting to set a media plan. The 
best media thinking comes after the over-- 
all concept of the brand is understood. 


Step #4—This involves setting down the 
actual copy, marketing and sales promo- 
tion strategies to be recommended. 
These are set down as strategy statements 
before the actual creative work is begun. 
The content of these strategy statements 
will vary by type of product but in each 
case statements should be clear and con- 
cise descriptions of the basic strategy to 
be followed for these various phases of 
the operation. They do not need to, and 
in fact should not, say how the strategy 
should be accomplished but simply state 
what the strategy should be. 


Steps +5 and #6—These two steps can go 
into work simultaneously. They are: 


5—Doing the actual creative work on 


the advertising and sales promotion plans, 
as well as the media plan. 


The creative work on copy should be 
based upon the previously determined 
copy strategy. It can well be that with- 
in this copy strategy several worth 
while themes will be developed. If this 
should be the case, any usable copy 
testing methods should be used to help 
reach a final decision. 


. Creating the sales promotion plan de- 


pends primarily upon the nature of 
the product classification and the sales 
objective. The primary objective should 
be the widest and fastest consumer 
sampling* of the product. Special intro- 
ductory sampling and/or couponing 
are usually the most effective ways 
to accomplish this, although studies 
should be made to see whether there 
are any new or ingenious ways to ac- 
complish this early consumer sampling. 


If broad scale sampling and coupon- 
ing are used, timing becomes important. 
The first round of these efforts should 
be timed to hit as soon as distribution 
is obtained in stores doing at least 75% 
of the volume. It should be accompa- 
nied by heavy introductory advertising 
weight. If this is done properly the 
initial impact can get the brand off to 
a flying start. These efforts can be 
especially effective if the product is 
clearly superior to its present competi- 
tion. 


In a major brand introduction, it is not 
uncommon to have the cost of the first 
year’s sales promotion equal the cost 
of the first year’s advertising. 


. The development of the media plan 


can be started by informing those re- 
sponsible, of the copy and marketing 
strategies which have been planned and 
the money available. They will also 
need to know the timing of the plan 
for the test marketing operation and 


its national expansion. The first step 
will be to set up a national plan and 
then recommend how best to reflect 
this national plan in the test markets. 
If at all possible at this point, it is 
extremely handy to be able to tell the 
media people what the timing is on 
speed of expansion, assuming success- 
ful test marketing. 
*Experience indicates that sampl- 
ing is most successful if consumers 
are given the most commonly used 
size of a product. Attempts to save 
by short cutting on these can be 
dangerous. 
If production capacity permits go- 
ing national simultaneously, that 
is important to know. If simul- 
taneous national introduction is not 
possible, it is well to tell them as 
clearly as possible the expected 
rate of national expansion. A plan 
based upon the use of national 
broadcast and print media will 
have a different cost figure than 
one based upon going national by 
sections of the country over a pe- 
riod of time. 
e 6—Laying out the plan for evaluation 
of test market progress. 
Here is one of the single most import- 
ant parts of test market planning. The 
evaluations needed are both quantita- 
tive and qualitative. The easier of these 
to set up is of course the quantitative. 
Store audits, special Nielsen reports, 
chain withdrawal figures, shipment 
figures—all can be used to measure 
the quantity of goods being shipped in 
and moved out of stores. 
It is essential, however, to lay out a 
continuing plan for qualitative re- 
search to find out how the product 
stacks up in the consumer’s mind under 
actual marketing conditions vs. what 
was shown in the original blind tests. 
Answers are needed to questions on 
what she likes and doesn’t like about 
it, how she rates it in comparison to 
products previously used for the same 
purpose. In many cases the product 
will be a multi-purpose one and in- 
formation is needed on product stand- 
ing by uses. In most cases, it is well to 
conduct the first of these qualitative 
studies 8 to 10 weeks after the start of 
introduction and continue them at in- 
tervals of 8 to 12 weeks to get a meas- 


Salesense in Advertising ... 


Advertising Age, August 22, 1960 


ure of repeat purchases, changes in 
consumer preferences, etc. If at all 
possible, a “loyalty quotient” should be 
developed from these studies. This 
simply means that we measure the 
extent of consumer trial vs. the extent 
of continuing consumer usage to find 
out how well we are holding those peo- 
ple who have tried the brand. Accom- 
panying all of these qualitative-quanti- 
tative studies should be thorough ob- 
servance of what is going on in the 
field. This field checking should be 
done by people whose experience and 
judgment enable them to sense the 
progress of the testing operation and 
note any ways in which it might be 
strengthened. e 

Step +7—Here the recommended adver- 

tising copy, sales promotion plan and me- 

dia plans are reviewed for final approval. 

The execution of these plans is studied 

carefully and checked against the previ- 

ously agreed-upon strategy statements. 

This is the final step before the test mar- 

keting is launched. 

* a + 

SUMMARY 
The key things in planning a test mar- 

keting operation and its national expan- 

sion are as follows: 

e (1) Evaluation of the product by blind 
testing to determine whether it is 
worthy of actual marketing tests. 

e (2) Once the decision has been made 
that a worth while product is in hand, 
to set up the table for planning the 
work which allows adequate time for 
careful thinking and which proceeds on 
a step-by-step basis to the final com- 
pletion of the plan. We have attempted 
to outline such a procedure above, and 
we can say from experience that 
short-changing any one of these major 
steps can lead to trouble. 

(3) Estimate the share of business to 

be aimed for and decide upon a rea- 

sonable payout period and upon a pro- 
jection of money available per case. 

(4) Set up the test marketing plan 

based upon a national plan. 


(5) Outline a plan for study of quanti- 
tative and qualitative results of the 
test marketing which will measure not 
only the brand’s initial success but its 
sustaining power. 


The Central Selling Theme 


By James D. Woolf 
Creative Consultant 


I have always contended that we re- 
member most vividly those things that are 
impressed on our minds in terms of a sin- 
gle symbol or sharply defined core idea. 
Too many advertisements try to sell too 
many ideas. 

Said James R. Ad- 
ams, co-founder of 
MacManus, John & 
Adams, in his splen- 
did book, “Sparks 
Off My Anvil,” 
“An advertisement 
should try to make 
one central, com- 
pelling point. If oth- 
er ideas are brought 
into the argument, 
they should be cor- 
ollary to the central theme. For instance, 
if you are talking about a motor car, and 
your central theme is economy, stick to 
economy. Your purpose should be to 
convince the reader that, whatever it 
may offer, your product is economical to 
own and operate. It takes only one really 


James D. Woolf 
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' basic conviction about a product to sell it. 


But the thing you are talking about in 
your advertisement is potent. It won’t do 
you any good to establish a point ‘which 
isn’t powerful enough to unlock a pocket- 
book. Too many advertisements try to 
sell too many things. The result is con- 
fusion or, at best, lack of conviction on 
any real point. It doesn’t take much to 
trigger the human mind. But it takes 
something definite.” (“Sparks Off My 
Anvil” was published by Harper & Broth- 
ers in 1958.) © 


s In principle I agree with Mr. Adams. 
But I should not go so far as to say that 
advertising campaigns should always be 
built around a single core idea. Undoubt- 
edly there have been many cases where 
advertising has succeeded through the 
use of a wide variety of ideas and appeals. 
But I do believe that in most cases ad- 
vertising is more effective when the 
selling appeal is centered around a cen- 
tral idea or a single group of closely 
related ideas. 

The problem of selecting the right 
central selling idea is often a difficult 
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NO | 
THE HOUSTON POST 
HAS THE LARGEST 
TOTAL SUND 
CIRCULATIO 


(also, Houston's largest daily) 


OF ANY TEXAS 
NEWSPAPER 


Houston Chronicle ...... 226,490 
Ft. Worth Star-Telegram .. 213,500 
Dallas Times-Herald ...... 200,647 


Source: ABC Publisher’s Statements for 6 months period 
ending March 31, 1960 and subject to audit. 


THE HOUSTON POST 


Houston's largest newspaper in total daily and Sunday circulation. 
Represented nationally by Moloney, Regan & Schmitt 
Preliminary Census figures show Houston is 6th LARGEST CITY in US. 
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one and always a matter of the greatest 
importance. At the outset the writer, in 
his study of any given case, finds himself 
facing a complexity of problems. In the 
product itself he may see a dozen selling 
points, a dozen different angles of ap- 
proach. Think, for example, of the endless 
variety to write about in connection with 
an automobile! Or furniture! Here are 
questions of construction, durability, 
style, beauty, comfort, price, economy and 
in many cases a number of special fea- 


On the Merchandising Front... 


The Coming Era of 


By E. B. Weiss 


Before I am charged with predicting the 
demise of the retail store, I had better 
state that there will always be a retail 
store. Moreover, I doubt that—in our time 
—retail volume, done away from the retail 
store, will ever chal- 
lenge the volume 
done on the floor of 
retail outlets. 

However, there is 
plenty of evidence 
indicating that the 
percentage of total 
retail sold away 
from the retail floor 
has been mounting 
for the last decade. 
Clearly, mail order 
retailing has been on 
the rise for ten years. Equally clearly, 
telephone retailing has shown sufficient 
growth potentials to encourage AT&T to 
go all out in encouraging more retailers 
to cultivate telephone volume. And there 
is no room té doubt that in-home retail- 
ing has moved ahead on an enormous 
scale; the variety of merchandise, as well 
as total volume, retailed this way has 
broadened in a remarkable way. 

But shopping from home—as differ- 
entiated from shopping in the retail store 
—is destined for even greater growth 
during the 1960s than was recorded dur- 
ing the 1950s. I believe this will take 
place for two sets of reasons, one set 
involving some traditional factors and the 
second set involving novel factors. 


E. B. Weiss 


« The first group would include the 
following reasons: 

1. Most shopping long ago lost its lure 
as fun; as entertainment; as diversion. 
With the exception of some shopping for 
big-ticket merchandise, most shopping 
today is a chore—a bore. This encourages 
shopping from the home. 

2. Shoppers are being subjected to more 
inconvenience (as in the modern food 
super); more hazards (as in parking and 
in traffic); more physical problems (as 
in toting merchandise to the car, up into 
the home, etc). Shopping from the home 
can be much more convenient, involve- 
fewer hazards, fewer physical problems. 

3. The time factor is also involved. In- 
store shopping involves considerable time, 
when every step of the shopping expedi- 
tion is clocked. Shoppers want to shop 
fast—in split seconds. The very fact that 
so many millions of shoppers have time 
to shop only at night, spotlights the time 
problem. Shopping at home can save 
time. 

4. In-store shopping involves many 
costs to the shopper. These include car 
costs, baby-sitter costs, wear-and-tear on 
garments (as well as on patience). In- 
home shopping can be a real economy. 

5. The pre-sold brand, the standardi- 
zation of merchandise, the reliability both 
of brands and of retailers, all combine to 
encourage shopping from the home, even 
on a “sight unseen” basis. 


tures of design and finish. 

To determine the most effective selling 
appeal correctly requires a thorough 
study of all factors that have a bearing 
on the problem: the product, consumer 
wants, competition, the dealer and so on. 
Most of all it requires a clear conception 
of precisely what the objective is to be. 
in every case it should be a service idea— 
an idea that promises the solution of a 
definite consumer problem, the fulfill- 
ment of a vital consumer need. # 


In-Home Retailing 


The second group of factors includes 
the more exciting developments. These 
would take in: 

1. The eventual use of the home tv set 
as a shopping facility. This has been 
predicted for some years. We may be 
slightly closer to it today than we were 
a decade ago. Ultimately, it will play at 
least as much of a role as shopping via 
the telephone—indeed, it will be tied into 
telephone ordering from the home. Since 
AT&T has shown such a keen interest in 
exploiting the potentials of telephone 
shopping, it is probable that the vast 
facilities of this great communications 
system will be employed to accelerate 
the advent of the eventual era of shop- 
ping via the telephone and home tv 
screen. 

2. The vast extension of the credit card 
system facilitates in-home shopping. 

3. The use by large retailers of elec- 
tronic data processing and handling 
equipment will also make the various 
forms of in-home selling more economical 
to handle and therefore more feasible. 
The data processing equipment can re- 
cord orders from the home (mail, tele- 
phone, etc.) and can also be hooked into 
the electronic handling equipment that 
sorts out and assembles the order. And, 
of course, this equipment can work ’round 
the clock—a considerable advantage in 
view of the great trend toward nocturnal 
shopping and Sunday shopping. 

As a matter of fact, since some manu- 
facturers are beginning to show an inter- 
est in going into retailing, it may be that 
some experiments will be made by 
manufacturers involving in-home retail- 
ing. 


s Centuries ago, a substantial percentage 
of retailing was done right in the home. 
The Yankee tin peddler typified this era. 
Then for decades the trend was toward 
doing less shopping from the home, a 
trend that was only temporarily deceler- 
ated by the appearance of the great mail 
order houses. 

But now, for at least a full decade, 
there has been mounting evidence of a 
strong ground swell involving a return to 
shopping from the home. Modern social 
conditions (the working wife, etc.), mod- 
ern technology (the whole spectrum of 
electronic communications) and modern 
marketing (the pre-sold brand plus uni- 
versal credit) all combine to make in- 
home shopping (by mail, by telephone, by 
tv screen, by the in-home salesperson) 
thoroughly logical. . 

In-home shopping, plus the vending 
machine (which, in big apartment houses, 
will permit shopping from within the 
building) promise to be two of the 
fascinating marketing developments of 
this decade. I think further evidence 
supporting this prophecy is found in the 
fact that, in 1960, more mail order cata- 
logs will be distributed than ever before. 
And Sears reports that its mail order 
business is once again in a true growth 
situation. # 


BIZ QuIZ 


lester Leber 


Compiled by Lester Leber 


How much do you know or how good are you at guessing? Answers on 
Page 68. 


1. 


Among Sunday newspapers in the U.S., New York News has long had 
the largest circulation. Next biggest is 


(A) Chicago Tribune (B) New York Times (C) New York Mirror 


. How much more than a substantial local advertiser does a national 


company usually have to pay for newspaper space? 
(A) 15% (B) 35% (C) 65% 


. For the first half of this year the largest dollar volume of magazine ad- 


vertising appeared in 


(A) Life (B) Reader's Digest (C) McCall's 


. Last month the nation's top magazine publishers accepted Federal 


Trade Commission consent orders concerning their policies in regard to 
(A) Advertising acceptance 

(B) Newsstand sales 

(C) Editorial content 


. Tv stations get most of their income from 


(A) Networks 
(B) National and regional advertisers 
(C) Local advertisers 


. Radio stations get most of their income from 


(A) Networks 
(B) National and regional advertisers 
(C) Local advertisers 


. Biggest radio audience ever tuned in to a single event was garnered by 


(A) Second Patterson-Johansson fight 
(B) 1959 World Series 
(C) 1960 winter Olympics 


. Top spender in business publications is 


(C) General Electric 


(C) Chrysler 


(C) 28% 


(C) 66% 


(C) Miami 


(Cc) 10,000 


(A) U.S. Steel (B) Du Pont 

9. So far this year the biggest shift in billings among advertising agencies 
was engineered by 
(A) Pepsi-Cola (B) Shell Oil 

10. During the last decade our population grew 18%. The 225 cities in 
the 189 standard metropolitan markets increased 
(A) 8% (B) 18% 

11. Although the U.S. has about 6% of the world's population, it owns the 
following share of the world's passenger cars: 
(A) 11% (B) 33% 

12. New York City is the world’s busiest center of apparel manufacturing. 
Next to it comes 
(A) Leos Angeles (B) Chicago 

13. Chevrolet recently honored the man who sold the country's highest 
total of new and used cars in one year. The number of sales he made 

om nme Wwes-about ..-- 

(A) 100 (B) 1,000 

14 


. Of the 11,000 American foundations the largest is 


(A) Duke (B) Rockefeller (C) Ford 


. Recent study among travelers shows that the most important reason 


for preferring motels to hotels is 


(A) Parking ease (B) No tipping (C) Rates 


. The average outdoor sportsman spends $909 a year on his hobby. 


Single biggest item is 


(A) Ammunition (B) Clothes (C) Transportation 


. When this man recently retired he left what was described as ‘the 


biggest one-man company in the U.S.” 


(A) Ernest R. Breech (B) Edward H. Little (C) Stanley Resor 


. “‘Lucy’’ is usually found in 


(A) Copy department 


(B) Art department (C) Accounting department 


. “Carbro" is a term used in 


(A) Transportation advertising 
(B) Duplicating equipment 
(C) Photography 


. “Cartouche” means 


(A) Ornamental design (B) Small cartoon (C) Watercolor 


Learning from the Retail Ads... 


(Mr. Bedell is a consultant in cre- 


The ‘Service-Rendering Copy’ Ad 


ative advertising and advertising 
training.) 
By Clyde Bedell 
This columnist, in serving accounts (all 
around the world in the last ten years) 


teaches eternally the basic concept that 
all good selling is serving. At the opposite 
extreme from this theory are shortcut 
artists such as the “diploma mills” that 
sell and thrive by deceiving, along with 
numerous other corner cutters, not to omit 
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“The place to find the prosperous 


- Your advertising dollar buys more high-income readers in NEWSWEEK 
@ NEWSWEEK gives you, per ad dollar, 132 readers with household NEWSWEEK readers have high incomes because 
incomes of $10,000 and over. U.S. NEWS & World Report gives they have heavy responsibilities . . . decision- 


making positions in business, government and the 
professions. NEWSWEEK’s complete news coverage 
satisfies their broad interests. NEWSWEEK’s fair, 
unslanted reporting suits their independent minds. 
incomes of $7,500 and over. U.S. NEWS & World Report gives you To find and sell these prosperous people most 


| s 281. TIME gives you 211. efficiently, the place is NEWSWEEK. 


you 115. TIME gives you 87. 


@ NEWSWEEK gives you, per ad dollar, 337 readers with household 


SOURCE: Reading Audience Data—the Sindlinger & Co., Inc., study 


of the characteristics of the newsweekly magazine reading audien 
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those who live by using deceptive adver- 
tising, and those who—by using weak ad- 
vertising—fail to serve their prospects and 
customers as they should, and hence fail 
to make what they should from advertis- 
ing. 

Imagine what American business would 
be like if all vendors suddenly desired 
wholeheartedly to serve their prospects 
and customers fully, honestly, without 
reservation. As Americans travel exten- 
sively, perhaps no thrill of pride they ex- 
perience is greater than that coming from 
recall of some superb American service, 
when shortcut artists abroad have de- 
meaned business. 


s To the extent the service idea or moti- 
vation augments the profit motive, we 
have high hopes for the American busi- 
ness future. But if the dishonest shyster 
and scalawags prevail—and they have 
seemed on the increase for a long time— 
we will destroy the economy. 
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This ad is notable for the service it 
renders. You may not like the “Smith 
Brothers” illustration. Or you might have 
preferred supplementing it with some- 
thing that says “Furniture.” Fortunately 
the location of the large headline on the 


page and the almost impossibility of over- 
looking it, identifies the ad almost at once 
as a furniture effort. But the service ren- 
dered in the copy is the pay-off. I have 
often wondered why furniture stores, 
particularly at popular price levels, have 
not told of the changes that have been 
thundering through the furniture busi- 
ness. 


s This copy starts out: “The furniture 
business has made great strides in the 
last few years. For many years prior to 
°42, furniture designs were much the same. 
You had little to choose from in either 
design, fabric, or color. 

“Today you have many types of furni- 
ture from which to choose, and today’s 
furniture incorporates the best of mod- 
ern miracle fabrics and protective fin- 
ishes, with beautiful new designs. Con- 
temporary furniture, for example, bor- 
rowed freely from other countries, has its 
own unique contribution to both large and 
small homes. Both tall and low storage 
pieces can be lined up with plenty of shelf, 
door and drawer space. The sleek, grace- 
ful lines and colorful fabrics are so much 
in demand by young moderns.” 

There is much more. Note then the two 
modestly set boxes of straight merchan- 
dise offerings. These selections include 
LR, DR, BR furniture and appliances. 


# The ad might have given more em- 
phasis to benefits, but it is a service-ren- 
dering, low-keyed ad in a shrill-crying in- 
dustry. It carries conviction, and it urges 
action with a warm invitation (which 
could have been repeated advantageously 
at the end of the copy). 

This excellent ad is the first I have 
seen on this true keynote of “better taste” 
and “better styling” in low and middle 
price lines. It or its prototype, if it wasn’t 
the first, will start a new spate of furni- 
ture ads of similar character that will 
appear clear across the country. No retail 
field is quicker at copying each other’s 
ads than the furniture field. The man 
whose picture you see signed the ad, mak- 
ing it a more personal, friendly message 
that most furniture stores achieve. This 
gives another justification for the illus- 
tration. I congratulate the people who did 
this. It is good advertising. But at the 
same time, I lament the fact that mer- 
chandising businesses find it necessary to 
be open on Sunday. + 


BIZ QUIZ 


1. (B) Net paid ABC figures for first quarter 
of 1960 are New York News 3,413,340; New 
York Times 1,371,939; New York Mirror 
1,290,036; Chicago Tribune 1,229,396. 


2. (C) Based on 20,000-line contracts, national 
rates in newspapers average 65% more than 
local rates. 


8. (A) In millions of dollars, the figures for 
1960's first half advertising volume are Life 
70.4; Reader’s Digest 17.6; McCall's 14.3. 


4. (B) FTC consent orders now forbid pub- 
lishers to pay discriminatory promotional 
allowances to favored newsstands. j 


5. (B) According to NAB, last year the typi- 
cal tv station got 44% of its income from 
national and regional business, 29% from 
local advertisers and 27% from networks. 


6. (C) The typical radio station got about 15% 
of its sales dollar from national and region- 
al business, 85% from local sources and 
less than 1% from network affiliations. 


7. (A) ABC Radio Network figures that 61,- 
000,000 people heard the broadcast of the 
last heavyweight championship, “biggest 
figure ever in radio showmanship.” 


8. (C) GE leads the parade in business pub- 
lications, having invested over $4,000,000 in 
this medium last year. (U. S. Steel, $3,837,- 
900, Du Pont, $2,637,000). 


9. (C) Chrysler moved about $28,000,000 in 
agency billings; Pepsi-Cola, $11,500,000, 
Shell Oil $11,000,000. 


Answers to the questions on Page 66. 


10. (A) Combined population of 225 leading 
cities increased 8%, while their suburbs 
jumped 47% and the 189 areas as a whole 
grew 24%. 


11. (C) Over 66% of the world’s automobiles 
are owned by Americans. 


12. (A) Los Angeles claims to be the second- 
ranking apparel center in the world with 
over 50,000 people employed in making 
men’s, women’s and children’s wear. 


18. (B) A Chevy salesman in Detroit had a 
certified total of 929 sales of passenger cars, 
trucks and used cars. 


14. (C) Ford Foundation’s assets are over $3 
billion. Rockefell F dati has $648 
million and Duke Endowment $414 million. 


15. (A) American Automobile Assn. survey 
listed public's plaints against hotels in 
following order: Lack of parking facilities, 


tipping; and high rates. “ 


16. (C) According to Sports Afield, the out- 
doorsman spends $307 a year on transporta- 
tion to his favorite hunting or fishing spot; 
$46 on clothes for the occasion; $24 on arm- 
munition. 


17. (B) Edward H. Little had been the chief 
operating officer of Colgate-Palmolive Co., 
the nation’s seventh largest advertiser, 
since 1938. 


18. (B) “Lucy” or Camera Lucida is a series 
of lenses used-for tracing art work in an 
enlarged or reduced size. 


19. (C) A carbro is a photographic print in 
color. 


20. (A) A cartouche is an ornamental frame 
usually oval in shape. 
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The Creative Man's Corner... 


choice of what experts? 


It is possible that when a product is little known, the less said about it the 
better. This is comparable to maintaining silence at a gathering if you have, 
basically, nothing to say. Maintaining silence, at least, piques curiosity—do 
you or do you not know anything? Blurting, under such circumstances, may 
convince the bystanders that you do not know anything. 

The use of steins in the illustration of this ad has been, we would assume, ° 
quite intentional—and the intent has been to imply that Iron City (a most in- 
appropriate name) has all the flavor and body and feel on the tongue of Ger- 
man beers. But if one decides that, with a little-known product, the less said 
the better, why use four words (plus a figure) so hackneyed—and typical of 
advertising at its boastful worst—as “Expert Choice for 100 Years.” Expert 


Still, we credit this ad with doing more for Iron City beer than an ad burst- 
ing with verbal encomiums. It has a bravado, a confidence, a professional 
touch. It will, however, we fear, take a lot of ads like this one before the 
product attains the stature the advertising is intended to achieve for it. # 


What They Were Saying 25 Years Ago... 


Henry F. Holtzclaw, professor of com- 
merce, University of Kansas, in his new 
book, “The Principles of Marketing” 
(Aug. 5, 1935): 

“Women have greater suggestibility 
than men. They are more receptive. Men 
are more stubborn and _ unadaptable. 
Woman is a clever compromiser in pur- 
chasing. She is interested in sales, _bar- 
gains and reduced prices. Man is rigid in 
his purchasing psychology and will pat- 
ronize a clothing merchant or tailor for 
years or even a lifetime without change.” 


Gordon W. Allport, professor of psy- 
chology. at Harvard University, reporting 
findings of several studies in “the psy- 
chology of radio” (AA, Aug. 12, 1935): 

“Women’s voices are not popular on the 
air; 95% of our subjects preferred male 
voices. Men’s voices were almost unani- 
mously preferred for matter of fact mate- 
rial, news, politics, weather reports .. . On 


the whole, the great sin of women broad- 
casters is judged to be affectation. Espe- 
cially offensive is the voice of a woman 
advertising products.” 


Owens-Illinois Glass Co., Toledo, in a 
statement on a new throw-away beer bot- 
tle (AA, Aug. 12, 1935): 


“A package of too small dimension loses 
appeal just as certainly as did the midget 
car from England in the automotive field.” 


Thomas J. Young, of the Philadelphia 
Daily News, in a letter to the editor (AA, 
Sept. 9, 1935): 


“In your ‘Getting Personal’ column Aug. 
26 we find that ‘Dr. John B. Watson, JWT 
vp and behaviorist, builds barns in his 
underwear.’ 

“When will you publish a picture show- 
ing at least one barn built in the good 
doctor’s underwear?” 
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What makes 
a newspaper great? 


Add two new and important con- 
tributions to the growing list of 
published works by staff writers of 
the Minneapolis Star and the Min- 
neapolis Tribune. 


WAIT TILL NEXT YEAR: 
The Story of Jackie 
Robinson ($4.95, 
Random House). No 
mere baseball k, 
this is the absorbing 
account of the socio- 

f= logical and racial as- 
ROWAN 


of Robinson’s 
: career as the fret t Negro player in 


the major leagues. A detailed study 
of Robinson’s transformation from 
star player to fi of national im- 
o portance in the Negro’s struggle for 
equality, it has a real depth of feel- 
ing. For its author, prize-winning 
reporter Carl T. Rowan of the Min- 
neapolis Tribune, is a Negro himself. 


NO HIGH GROUND ($4.00, Harper & 

Brothers). For the first time, the 

4 full, chronological story of the origi- 
nal atomic bomb is told. Published 
on the 15th anniversary of Hiro- 
shima, this fast-paced narrative 


reads like a novel as it details the 
imagination, scientific accomplish- 
ment and organizational ability that 
went into the bomb’s development. 
A first book for co-authors Fletcher 
Knebel and Charles W. Bailey of the 
Minneapolis Star and Tribune’s 
Washington Bureau, it is already 
hailed by reviewers 
as “gripping... vivid 
...enlightening.”’ The 
book is based on many 
hitherto secret docu- 
ments and records, 
revealed exclusively 
to the two Washing- 
ton-wise reporters. 
Minneapolis Star and Tribune 
staffers often keep typewriters clat- 
tering in their spare time on literary 


MINNEAPOLIS 


STAR 


EVENING 


KNEBEL 


_ ysis of Asian turmoil 


rojects of their own. Fourteen 
ks by writers of these Upper 
Midwest poser en have appeared 
in recent years. 'T'wo more new vol- 
umes will be ready for publication 
before year-end. 
Ranging from home- 
ardening to science- 
ction, from an anal- 


to a vivid personal 

story of 50 years in 
sports, any one isa re- . ™ 
flection of the expert BAILEY 
and diverse talents which have won 
for the Minneapolis Star and the 
Minneapolis Tribune the regular 
readership and responsive regard of 
an entire region: the 3% state Upper 
Midwest. 


Minneapolis 


Tribune 


MORNING & SUNDAY 


525,000 COMBINED DAILY - 660,000 SUNDAY 


JOHN COWLES, President 


Copyright 1960, Minneapolis Star and Tribune Co. 
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FAWCETT... 

SALESPOWER 

™ THROUGH 
EDITORIAL 

_ DIRECTION 


As the representatives of 11,000,000 people, your Fawcett salesmen can tell you a great deal about why this multitude of men 
and women has joined the Fawcett bandwagon ... why they renew their loyalty month after month... why 9 out of 10 pay 
full price for the privilege. Mostly, these salesmen will point out, it’s a question of individuality—of individual tastes and 
enthusiasms that no single “mass” magazine can satisfy. Through its major publications, Fawcett talks directly to the specific 
interests of at least six specific groups. We call it salespower in depth through editorial direction. We believe you’ll call it effective. 


WOMAN’S DAY TRUE MECHANIX. ILLUSTRATED MOTION PICTURE 


TRUE CONFESSIONS CAVALIER 
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Advertising Age, August 22, 1960 


August Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Weeklies, Bi-Weeklies, Semi-Monthlies (July) 


+tCommonweal 


tt&New Yorker 

National 

eee 
Presbyterian Life 
5 Rey 
ttSaturday Evening Post 
ttSaturday Review 
\||Sporting News ............ 
t*Sports IlMustrated 
AS OP eer rare 
so 2 errr 
U. S. News & World Report .. 


Total Group 


1,645.3 1,482.8 16,276.2 15,016.7 


839,765 


8,111,075 


r Pages . Lines —— 
duly duly dan.-July Jan.-July July duly Jan.-July Jan. -July 
9.5 10.2 122.6 128.0 3,990 4,264 51,492 52,840 
74.3 52.8 520.8 458.3 31,889 22,665 223,432 196,619 
46,7 31.7 314.4 303.2 19,614 13,314 132,048 125,748 
18.2 20.2 170.4 194.0 18,204 20,232 170.361 193,998 

192.2 214.7 1,950.6 1,999.5 130,726 146,027 1,326,462 1,359,757 

107.9 99.4 895.0 749.7 73,379 67,558 608,593 509,776 

184.8 1793 1,698.9 1,695.5 77,616 75,306 713,538 712,110 

219.9 1888 2,780.5 2,519.3 94,356 $1,008 1,192,826 1,080,803 

215.7. 182.7 2,723.0 2,455.7 92,529 78,381 1,168,158 1,053,495 
15.2 21.9 204.3 222.6 6,527 9,383 87,651 95,501 
7.8 10.1 87.6 100.6 3,285 4,243 36,876 42,303 
15.0 14.2 230.8 136.3 6,301 5,964 96,959 57,252 

192.8 1483 1,728.5 1,555.9 131,117 100,818 1,175,408 1,058,041 
51.0 39.7 633.4 622.5 21,423 16,692 265,992 261,409 
27.5 38.0 133.0 177.9 29,825 41,187 144,289 192,913 
99.9 85.2 1,182.4 872.1 41,995 36,958 454,661 378,473 

176.0 161.0 1,772.3 1,652.3 73,918 67,606 744,378 693,959 
46.3 35.9 375.3 330.8 8,417 6,528 68,286 60,185 

175.5 153.3 1,679.7 1,520.8 73,710 64,386 705,474 638,736 


7,614,922 


ZtNot included in totals. §Total represents national advertising plus sectional at reduced decimal equivalent. *These figures 
adjusted for and including regional space. {Changed from 429-line page to 420-line page January 1960. tTwo issues July 
1960; three issues July 1959. ttFive issues July 1960; four issues July 1959. ttOne issue July 1960; two issues July 1959. 
\||Four issues July 1960; five issues July 1959. 


Women’s 
tBride & Home ............. 
*t+Bride’s Magazine ......... 
Everywoman's Family Circle ... 
Good Housekeeping .......... 
Ladies’ Home Journal 
RE SEs oink coy O6 
ttModern Bride ............ 
§Parents’ Magazine: 

National Edition .......... 

Metropolitan New York Ed. . 

Pacific Mountain Edition ... 
RU et a 
*Woman's Day 
The Workbasket 


- Pages \ = Lines aa 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug Jan.-Aug. 
1960 1959 1960 1959 1960 1959 959 
— oe 328.0 231.5 207,377 146,452 
— os 570.9 557.9 360,809 352,593 
35.7 32.0 372.4 334.0 15,315 13,728 159,759 143,286 
65.4 78.0 682.5 767.0 28,050 33,480 292,802 329,051 
60.9 66.8 603.5 687.6 41,443 45,447 410,391 467,544 
75.3 53.2 670.2 485.5 51,188 36,171 455,752 330,146 
se — 410.3 425.5 259,291 268,922 
51.6 53.8 493.7 451.2 22,157 23,058 211,800 193,546 
57.8 56.6 544.7 493.0 24,775 24,287 233,616 211,470 
53.0 56.5 506.0 470.1 22,732 24,217 217,044 201,625 

244.2 218.2 974.2 885.5 166,033 148,378 662,479 602,130 
27.3 28.4 306.1 287.7 11,712 12,184 131,303 123,436 
36.8 33.6 290.7 294.1 7,221 6,579 56,981 57,649 

708.0 677.1 6,753.2 6,370.6 390,626 367,529 3,659,404 3,427,850 


*Includes sectional 


linage prorated to circulation of regional editions. t+Published bi-monthly. Cumulative figures shown are for July issue. §In- 
cludes Shopping Scout Section and School & Camp linage. 


General 


American Forests 
American Legion 


Christian Herald 
Columbia 
Coronet 


Extension 
OS eae oe 
ttGolf Digest 
ee 
Harper's Magazine 
. 2... ae Ae 
tHi Fi/Stereo Review 
Holiday 
ee WHE | Wa vn awed o-00 8 de-5 6:06 
Improvement Era ...+....... 
Kiwanis Magazine 
Lion Magazine <............. 
Motor Boating 

Motor Life 
_. SB. ROPE eee 
National Geographic Magazine . 
PD aba pas ba dkegs bs0% 
Popular Boating ............ 
Popular Photography 
he nae, MR EEE 
Reader's Digest 
DE abthciuededecenclpae 
Road & Track 
0 ASS ee 
Sports Cars Illustrated 
Today's Health 
Together 


Total Group 


24.8 15.7 142.1 112.3 10,416 6,594 59,682 47,116 
11.4 15.9 114.6 127.8 4,792 6,695 48,141 53,702 
19.7 21.4 146.0 172.6 8,471 9,192 62,638 73,023 
34.1 20.5 334.9 272.1 14,328 8,603 140,680 114,340 
21.7 22.7 243.3 256.3 9,340 9,774 104,561 109,973 
7.9 9.8 72.8 85.9 3,335 4,115 30,591 36,110 
39.0 36.0 442.0 362.5 7,020 6, 560 65,250 
24.9 23.5 192.2 189.3 10,692 10,076 82,465 81,219 
66.4 73.2 602.8 609.6 45,165 49,784 409,966 414,573 
9.1 10.8 98.1 93.5 3,904 4,627 42,341 41,552 
38.1 40.1 558.9 495.1 25,603 26,947 375,581 332,707 
14.2 11.6 115.8 110.9 9,751 7,994 79,703 76,320 
45.0 46.5 431.0 385.7 18,917 19,517 181,024 161,990 
28.9 24.0 234.5 192.1 5,655 4, 51,261 39,182 
18.6 18.8 227.2 219.1 7,972 8,051 97,447 92,913 
29.3 20.5 311.4 246.1 12,344 8,634 130,812 103,400 
40.9 47.7 460.6 543.3 17,178 20,034 193,452 228,186 
23.2 30.6 302.9 330.7 9,723 12,839 127,231 138,877 
51.7 42.6 812.6 711.8 35,168 28,974 552,558 484,007 
54.4 43.3 363.8 282.9 22,848 18,200 152,726 118,860 
18.2 22.6 197.3 190.5 7,657 9,511 82,852 80,009 
6.0 8.0 56.2 60.3 2,349 3,341 23,431 25,348 
8.3 9.0 68.2 68.5 3,535 3,834 29,051 29,178 
94.2 96.7 1,304.4 1,195.0 55,431 56,914 766,995 702,685 
14.7 22.7 129.5 161.0 6,174 9,534 54,404 67,610 
20.9 29.9 191.4 218.3 8,792 12,572 80,430 90,470 
27.9 19.4 382.6 328.8 6,584 4,462 90,653 800 
26.3 23.8 185.1 159.0 11,052 9,993 77,750 66,783 
49.3 47.3 754.6 673.2 28,959 27,789 443,681 395,812 
61.8 62.5 558.4 564.5 25.960 26,246 234,528 237,069 
13.5 12.7 141.2 134.9 5,808 5,435 60,595 57,862 
43.6 54.0 545.2 597.0 7,942 9,828 99,228 108,654 
33.1 29.2 300.0 257.0 14,187 12,520 128,689 110,249 
28.0 23.3 255.2 205.2 11,760 9,786 107,184 86,184 
3.3 5.4 53.8 68.3 1,384 2,253 22,582 28,667 
35.3 28.3 303.9 210.6 14,805 11,882 127,634 88,465 
20.9 25.8 168.7 204.2 8,975 11,086 72,456 88,570 
7.5 6.7 74.1 81.0 3,207 2,913 31,821 34,974 
46.5 44.5 525.2 479.1 29,461 28,173 332,670 302,810 
19.7 23.1 206.3 237.2 8,465 9,909 88,521 101,761 
10.5 11.4 80.3 89.6 4,395 4,807 33,722 37,620 
97.0 86.4 1,189.7 1,056.3 57,036 50,803 699,544 621,104 
1,289.8 1,267.9 13,878.8 13,039.1 606,540 595,625 6,690,841 6,252,984 


NOTE: American Artist, Grade Teacher and Instructor not published July or August; next issues September. Total represents 
national advertising plus sectional at reduced decimal equivalent. ¢t+Changed from 204-line page to 196-line page March 1960. 


tFormerly Hi Fi Review. 


Home 


American Home 
EE Pe Reta as es Gees use 
tBetter Homes & Gardens .... 
Flower & Garden 
Flower Grower 
House & Garden 
House Beautiful ............ 
tLiving for Young Homemakers 
Popular Gardening 
Sunset Magazine 

Total Group 


BSRASRESS 
UANAWOCOArS 


392.9 


392.2 


tincludes sectional linage prorated to circulation of 


Fashion 


ee 
Total Group 


tincludes sectional linage prorated to circula’ 


Movie-Romance-Radio-TV 


+Dell Modern Group: 
Modern Romances 


Screen Stories ............ 
Fawcett Women’s Group: 
Motion Picture 


: 


10,498 
8,512 
7,012 


6,225 


11,223 
6,968 
6,625 


6,001 


88,074 
57,841 


49,083 


312.9 364.6 0,486 23,730 197,727 230,409 
490.6 464.8 15,905 14,553 144,236 136,649 
655.1 675.0 28,157 32,842 414,002 426,605 
304.4 261.9 7,546 9,166 127,850 109,982 
401.9 421.5 8,388 10,949 168,808 177,044 
553.8 454.9 23,963 17,309 349,989 287,509 
677.2 664.5 28,825 25,473 428,000 419,952 
462.1 458.0 17,796 20,841 292,023 289,468 
393.2 387.2 9,915 11,409 165,151 162,638 
1,045.8 910.9 37,157 32,517 439,221 382,595 
5,296.7 5,063.3 198,138 198,789 2,727,007 2,622,851 
regional editions. 
728.7 547.8 53,272 40,105 312,608 235,013 
627.4 594.8 38,526 36,178 396,542 376,076 
732.5 657.4 106,226 101,837 314,254 028 
1,029.6 858.7 84,310 82,717 650,676 542,673 
3,118.2 2,658.7 282,334 260,837 1,674,080 1,435,790 


ion of regional editions. *Charm incorporated with Glamour November 1959. 


71 
: Pages - Lines 
Aug. Auy. Jan.-Aug. Jan.-Aug Aug. Aug. Jan. -Aug, Jan.-Aug 
1960 1959 1960 1959 1960 1959 1960 1959 
True Confessions .......... 20.1 20.0 182.5 182.8 8,638 8,571 78,292 78,436 
Hillman Romance Group ...... 2.6 48 30.6 34.5 1,134 2,089 13,293 14,941 
Hillman Women's Group ...... 18.5 19.9 153.8 138.7 7,948 8,559 66,182 59,674 
Ideal Women's Group: : 
Intimate Story ........... 31.0 27.1 196.8 175.2 13,304 11,667 84,441 75,174 
EEE in addadinn v0 sone 29.9 29.2 191.0 175.5 12,857 12,540 81,944 75,296 
Movie Star TV Close-Ups .. 29.9 29.1 195.4 173.2 12,857 12,498 83,864 74,328 
Personal Romances ........ 31.2 27.3 197.9 176.5 13,388 11,692 84,888 75,728 
TV Star Parade .......... 27.3 26.3 167.3 153.5 11,750 11,298 71,784 65,862 
Secrets Romance Group: 
Revealing Romances ....... 18.8 21.6 151.5 159.1 8,055 9,247 65,001 68,257 
Confidential Confessions .... 18.8 21.2 151.5 146.4 8,055 9,083 64,987 62,817 
Daring Romances ......... 18.8 21.2 151.5 140.1 8,055 9,083 64,987 60,278 
EE Cheb wadacdate curse 18.8 21.5 151.5 159.1 8,055 9,247 65,001 68,243 
True Story Women’s Group: 
re 24.4 21.9 190.9 233.0 10,457 9,382 $1,884 99,943 
True Experience .......... 12.6 15.9 105.3 125.2 5,412 6,813 45,187 53,725 
True Love Stories ......... 14.5 16.7 106.5 126.4 6,200 7,151 45,702 54.231 
True Romance ............ 12.6 17.0 104.7 127.3 5,398 7,288 44, 54,607 
2... aS ae 43.7 40.2 394.8 419.3 18,765 17,242 169,372 179,884 
TV-Radio Mirror ......... 10.6 15.7 85.2 107.9 4,544 6,719 36,554 46,268 
i Se. Perey 461.5 468.4 3,477.3 3,528.9 197,119 200,986 1,492,231 1,514,391 


NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 
as a whole PLUS additional advertising carried by each individual publication. tNo January 1959 issues. 


Magazine Linage Trend. Fiswres in tnovsanss 


WEEKLIES 
1960 


JULY| 840 | 


JUNE} 1,162 


1959 


JULY 


Aus. 
suey 


1959 


vc 


GENERAL 


July 


JUNE 


WOMEN’S BUSINESS FASHION HOME 
1960 1960 1960 1960 
AUG. JULY AUG. AUG. 


JULY 


sury[198 | 


1959 1959 1959 1959 

AUG. JULY #20y2 
SBusiness (August) 

Dun’s Review & 

Modern Industry .......... 49.0 53.2 619.9 614.2 20,584 22,348 260,375 257,969 
hao ies oaks d40n cscs 140.2 103.5 1,430.7 1,193.7 88,638 65,412 904,234 754,450 
Management Methods ........ 48.5 37.2 414.1 344.7 20,370 15,624 173,922 144,774 
Nation’s Business ........... 38.9 25.9 445.1 387.3 16,320 10,894 186,897 162,693 

CR Se ey 276.6 219.8 2,909.8 2,539.9 145,912 114,278 1,525,428 1,319,886 


§Because current month linage figures for several publications are not yet available this group is broken into an August and 


a July section. 
- Pages ey a Lines — 
July July Jan.-July Jan.-July July duly dan.-July Jan. -July 
1960 1959 1960 1959 1960 1960 1959 
Business (July) 
oats «Kuan So %¥e'x0 50.1 62.0 515.5 564.4 32,885 40,676 338,192 370,240 
 * 362.4 309.3 2,891.6 2,651.5 152,221 129,910 1,214,468 1,113,613 
tFinancial World ........... 24.3 33.1 313.0 361.0 10,195 13,903 131,471 151,640 
PUD: Sons sv ehoccesen (hak 45.4 _ 40.6 419.4 414.4 19,066 17,051 176,135 174,042 
We BOE ci vietasieds 482.2 445.0 4,139.5 3,991.3 214,367 201,540 1,860,266 1,809,535 
+Five issues July 1960; four issues July 1959. {Four issues July 1960; five issues July 1959. 
= Pages , Lines ~ 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. 
1960 1959 1960 1959 1960 1959 1960 1959 
Farm Magazines 
Farm & Ranch—Southern Agriculturist: (mon) 
Southeastern Edition .... 24.7 23.8 267.5 283.5 10,578 10,203 114,771 121,633 
Southwestern Edition 25.1 26.1 277.6 285.8 10,780 11,181 119,089 122,611 
Average 2 Editions ........ 24.8 24.5 271.4 284.2 10,656 10,506 116,452 121,936 
Farm Journal: (mon) 
Central Edition ......... 59.9 69.9 673.2 666.3 25,704 30,000 288,785 285,856 
#Eastern Edition ........ 43.6 59.9 558.0 608.7 18,698 25,708 239,383 261,117 
Southeastern Edition 40.6 55.3 463.5 528.8 17,411 23,708 198,825 226,875 
Southwestern Edition 40.3 55.3 471.1 528.8 17,268 23,708 202,116 226,875 
Western Edition ........ 50.2 63.6 569.6 646.4 21,557 27,284 244,373 277,295 
Average 5 Editions ........ 46.9 62.2 547.1 612.6 20,128 26,675 234,696 262,786 
Progressive Farmer: (mon) 
#Carolina-Va. Edition 43.0 49.0 581.1 593.0 29,251 33,343 395,141 403,203 
#Ga.-Ala.-Fla. Edition .... 45.1 49.9 583.4 590.4 682 33,919 396,726 401,452 
#Ky.-Tenn.-W. Va. Edition 43.7 45.1 543.4 551.2 29,707 30,698 369,525 374,793 
#Miss.-La.-Ark. Edition ... 44.6 50.2 536.6 565.9 30,313 34,108 364,868 384,783 
ttTexas Edition .......... 45.2 50.4 556.6 583.7 30,726 34,295 378,531 396,903 
Average 5 Editions ........ 44.3 48.9 560.2 576.8 30,136 33,273 380,958 392,228 
Successful Farming (mon) .... 49.4 62.8 562.4 609.6 22,225 28,270 253,102 274,331 
Cr 1654 198.4 1,941.1 2,083.2 83,145 98,724 985,208 1,051,281 
ZtNot included in totals. 
Youth 
American Girl ..........--- 39.3 34.2 193.6 195.4 16,873 14,697 83,037 83,829 
PU sila benucses a0 ite 16.8 17.2 213.1 218.3 11,392 11,668 144,898 148,477 
WHA awh cpudes tv ecoubeuses 17.1 8.1 122.8 49.3 7,196 3,402 51,548 20,762 
; -.. Weer err 73.2 59.5 595.5 463.0 35,461 29,767 279,483 253,068 
NOTE: Child Life not published July or August; next issue September. Scholastic Magazine not published June, July of 
August; next issue September. Scholastic Roto not published June, July, August or September; next issue October. 
Mechanics & Science 
Mechanix Illustrated ........ 48.1 54.9 516.9 544.6 10,765 12,304 115,777 121,986 
Popular Electronics ......... 37.4 53.7 382.2 440.7 8,366 12,033 85,615 98,726 
Popular Mechanics .......... 78.9 83.2 830.2 884.2 17,682 18,632 185,973 198,052 
Popular Science ..........-- 66.2 73.1 750.6 780.8 14,819 16,366 168,122 174,884 
Science & Mechanics ....... 628 60.7 304.2 322.3 14,062 13,604 68,148 72,203 
i rer 293.4 325.6 2,784.1 2,972.6 65,694 72,939 623,635 665,851 
+Published bi-monthly; figures shown are for August issue. 
Outdoor & Sport ee eee 
Ameri A err 56.2 57.3 385.3 395.7 24,114 24, 315 5 
Field & RT Se 52.0 62.1 540.1 603.8 22,320 26,644 231,729 259,035 
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a ee 
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Modern Screen Poko obss 19.8 16.2 134.8 138.0 59,162 
- 16.3 15.4 114.1 114.1 48,961 48,940 
Fo 14.5 14.0 114.4 115.1 | || 7 49,389 (Continued on Page 72) 2 
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—_ + = = “Qe. Aug. dan.-Aug. Jan.-Aug. Aug. i. aa aa 
Jan.-Aug. Jan.-Aug. Aug. Aug. dan.-Aug. — Jan.-Aug. Aug. -- Aug. : ~Aug. .* 
-— & “as we ioe 1959 1960 1989 1960 1959 1960 1959 1960 1959 1960 1959 
Fur-Pib-Gome ............- 153 16.0 1694 1758 6,569 6,856 72,673 75,471 SForeign (August) 
POEL sc vacves. 312 264 1958 1703 13,385 11,326 83,999 73,059 
Nila eal 467 456 5258 5589 20,019 19548 225552 239,722 eMaAlames nan neeeeeeeee es wae “ae oe Ue ee 
Sports Afield .............. 3996 SO7 4510 5183 16,984 21,845 193,473 222,398 Popular oo oom (Beni 1220 155 1625 149.0 2,688 3,472 36,400 33,376 
WE WOU ok. ood dence» 241.0 2581 2,267.4 24228 103,391 110,817 972,741 1,039,474 +P (Dutch Edition) aes 70.8 =e 1,568 15,859 
Mecanique Populaire (French) 138 17.5 1969 212.7 3,091 3,920 44,105 47,644 
Detective & Fiction Populare Mechanik (German) 3.3 3.3 34.3 37.8 739 739 7,688 8,473 
Popular Mekanik (Swedish) . 7.0 9.0 80.5 67.5 1,568 2,016 18,032 15,120 
Se 1229 178 «6169.2 8©=:134.4 5,538 7,629 72,583 657 a 
Dell Men’s Group ........... Ll 0 1262S 4,756 5,425 39,647 40,839 ag ge lee ): a) poe le 54.900 oe 
Total Group ............. 20 050406. 2295)=—s«i0,294 = («3,054 =s_‘'12,230 98,496 Serlesn-Coribbeen (Seesis) 222 —— 1986 ec encima 34.450 a, 
So. Hemisphere (Spanish) 148 —— 1098 pe 24,600 mes 
Newspaper Sections (I) Tetel Group .........+.++: 1164 619 1,167.4 S917 35,806 24,133 348,672 209,403 
(Nationally distributed with Sunday newspapers) Because current month linage figures for several publications are not yet available this group is broken into an August and 
tThe American Weekly ....... 17.4 29. 196.3 296.7 14,806 24,742 166,816 252,154 by section. tFirst published January 1960. {Editions first published January 1960. *Four issues August 1960; five issues 
tFamily Weekly ............ 30.0 338 297.1 358.1 26,268 28,672 252,438 304,407 August 1959 
go se. 3.9 431 417.1 4994 31.334 36,593 354,540 424,538 5 
tThis Week Magazine ........ 430 65.50 «530.30 S849 «= «35,119 += 55,672 450,744 = 497,151 ma Pages ago on Lines = ions 4 
| ES” Tere 5 i715 14408 1,739.1 107,527 145,679 1,224,538 1,478,250 July = July Jan. . y 9 Jan. -July 
tFour issues August 1960; five issues August 1959. F (laly) 1960 1959 1960 1959 1960 1959 1960 1959 
oreign +4 
Newspaper Sections (II) (July) Life International ........... 782 693 560.2 4886 53,210 47,175  380:970 332,350 
(All other newssaper sections) tlife En Espanol ........... 33.2 464 2711 368.4 22,610 31,620 184,365 250,580 
{Chicago Tribune Magazine .... 160.9 105.3 1,182.7 1,053.9 136,810 89,496 1,005,303 895,774 {Caribbean Edition ...... 5 am —' Son 318,495 
tNew York Times Magazine... 127.6 88.7 1,879.1 1,563.6 108,501 75,384 1,597,263 1,329,059 ni — ne — ate (97,920) 
+Philadeiphia Inquirer ....... 848 744 849.6 925.6 72,082 63,264 722,223 786,765 Ex-Mexico Edition ...... 40.0 47.0 324.3 3712 7,200 31,960 220,575 252,450 
WME... ,< 05.0000 373.3 oe 3911.4 3,543.1 317,393 227,144 3,324,789 3,011,598 (66) ( 4) (53.2) ¢ ' 2.6) Fy ( _ ( 36,210) ( 1,890) 
tFive issues July 1960; four issues July 1959 Mexican Edition ........ 57.4 59.0 431.5 15.0 ; 40, 505 282,200 
(24.2) (12.4) (160.4) ( 46.4) (16,490) ( 8,500) (109,140) ( 31,620) 
"hes a ie ae ¥ -* Edition 81.0 682 7203 S516 34,020 28,602 303,020 231,677 
\ -* -Aug. » - .* Pacific Edition ........... . \ J \y y . i 
1900 1909 “seo” “iso 1900 1999 seo” a European 83.7 67.8 5639 530.6 35,154 28,476 237,728 222,866 
315 265 256.0 218.0 5,166 4,346 41,984 35,752 
Comics Magazines 650 585 355.0 329.0 11830 10647 64610 ‘878 
American Comics Group ...... 7.0 7.0 56.0 56.0 2,646 2,646 21,168 21,168 69.5 588 4735 4458 12,649 10,693 86,177 81,127 
Archie Comic Group ... 7.3 7.5 28.5 28.8 2,775 2,815 10,776 10,886 57.0 54.0 437.0 4080 10,375 9,828 79,534 74,256 
- Harvey Comics Group 8.0 9.0 65.0 66.0 3,024 3,402 24,570 24,948 39.0 28.0 344.5 283.5 6.825 4,900 60,288 49,613 
National Comics Group: 95.0 87.5 5535 560.0 16625 15,313 96,863 98,000 
ini dicess 5.5 7.5 39.5 48.5 2,079 2,835 14,931 18,333 725. 695 556.0 480.0 13,485 12927 103,416 89,280 
| SRG ae ne 5.0 8.0 40.0 50.5 1,890 3,024 15,120 19,089 50.0 49.0 445.5 382.5 9,100 8,918 81,061 69,615 
PT aS IN " } § 414 «i, a 31.0 275 268.0 269.8 5,270 4,676 45,560 45,858 
-gesteasgad ee wee re — 37.0 435 410.0 2925 738 7,917 74,620 53,235 
21.0 130 179.0 143.0 3, 2,418 33,294 28,598 
Canadian National Weekend Ay (Rotogravure Linage) 1047 «7302=S«w3S—s7ABO-=— sa SAT—=Ss«a2'775°S «MG 93—«128. 75 
keer, os resins 73 «279 323.6 6,601 25,075 140,973 291,240 26.3 20.0 200.0 159.0 4,600 3,500 35,000 27,825 
a ake anetes Vacess 68.4 84.4 eas. 3 642.9 61,583 75,995 566,031 578,615 79.0 80.0 747.0 715.0 14,378 14,560 135,954 130,130 
tPerspectives ............... Pom, -- eae one OEE 501,770 29.0 22.0 241.3 185.0 5,278 4,004 43,922 33,670 
MIND oo sk ciasadices 60.1 75.7 6729 696.0 52,606 66,201 588,803 609,027 77.0 67.0 528.0 S145 14014 12,194 ,096 93,639 
{Weekend Magazine .......... ae 86.4 7015 — 793.4 — 59,833 84,297 683,949 —_—773,642 46.0 47.0 344.0 360.0 8,372 8,554 62,608 65,880 
Total Group .............. 9 2744 2,674.4 2,455.9 225,194 251,568 2,481,526 2,252,524 63.5 525 5435 482.5 10,922 9,030 93,482 82,990 
tFirst published Sept. 12, 1959. pa. issues August 1960; five issues August 1959. 41.0 37.5 2515 246.5 6,888 6,300 42,252 41,412 
38.0 435 308.0 317.0 6,916 7,917 56,056 57.694 
40.0 17.0 237.5 158.0 7,280 3,094 43,225 f 
Canadian Werecgion ............... 29.0 295 298.0 2935 4.930 5.015 50,660 49.895 
tCanadian Homes ........... 219 25.3 289.4 283.3 14,890 17,216 196,790 192,616 Overseas Military ......... 33.0 34.0 276.0 256.0 6,006 6,188 50,232 46,592 
ae aR 46.1 506 4835 456.7 31,335 34,404 328,791 310,547 South African ............ 67.0 645 517.0 489.0 11,993 11,546 92,543 87,531 
Geist css p ines: 21.0 27.0 £1917 202.4 9,009 11,583 82,229 86,820 Southern Hemisphere ...... 185 160 1445 133.0 3,367 2,912 26,299 206 
SUIEE 2 gi vy ce da esnees 4.4 718 564.2 S785 31,584 48,846 383,678 393,357 Senha.) sce iekics 43.5 215 3865 315.5 8,091 3,999 77,889 58,683 
Reader's Digest: ; Time International : 
English Edition ........... 60.3 61.3 7218 6585 10,966 11,148 131,359 119,847 Time-Atlantic ............ 125.0 959 9025 7839 52,500 40,215 379,015 329,175 
French Edition ........... 61.0 63.0 752.8 7543 11,102 11,466 137,001 137,274 Time-Latin American ...... 86.8 87.1 652.2 687.1 36,400 36,925 273,910 288,925 
Revue Populaire ............. 16.3 143 1756 132.2 11,419 10,003 122,631 92,566 TUN... cnc nvavesee 100.0 763 692.1 635.0 42,000 32,025 291,025 266,700 
SUMP Cees Se iv cas cces 1446 214 1228 138.4 10,259 14,977 86,070 96,935 Vision: 
H#Sdturday Night ........... 31.0 25.8 284.2 264.2 13,020 10,836 119,364 110,964 Visao (Portuguese Edition) . 168.0 140.0 1,030.3 11,0122 70,560 58,800 432,740 425,110 
#Time-Canadian ............ 125.1 1011 1,050.3 957.9 52,885 42,805 441,105 402,255 Mexican Edition .......... 22.7 23 W428 1327 9,520 11,060 59,990 55,720 
Se 287.6 334.7 3,301.8 3,204.3 130,564 159,643 1,468,549° 1,429,962 Spanish Edition .......... 113.5 108.3 591.0 546.7 47,670 45,500 248,220 229,635 
NOTE: Revue Moderne discontinued publication with June 1960 issue. Effective October 1960 it will be published as French ME MBN. ioc cvaie noe sos 2,244.5 1,939.2 16,6043 14,935.4 670,027 573,409 4,855,111 4,305,138 
edition of Chatelaine. +Formerly Canadian Homes & Gardens. {Not included in totals; as August _— were unavailable as tFigures in parentheses are regional advertising only and are included in group totals. Other figures shown for Life En Es- 
this issue went to press July figures are shown. {Two issues August 1960; three issues August 1959 panol editions are not included in group totais. {First published January 1960. 


General Foods Merges 
S.O.S., Perkins Divisions 
Two Chicago-based divisions of 


General Foods Corp.—S.O.S. and 
Perkins—have been merged into 
a single division called Perkins- 


Consult THE MIDWEST’S 


FASTEST GROWING PRINTING HOUSE FOR 


S.0O.S. Edmund F. Fitzmaurice 
heads the division as general man- 
ager. He formerly held the same 
position with Perkins. M. R. 
Bohm, formerly product manager 
on Maxwell House and Bliss cof- 
fees in White Plains, N. Y., has 
been shifted to Chicago as mar- 
keting director of the new divi- 


non-food products have been as- 
signed to Ogilvy, Benson & Ma- 
ther (which formerly served the 
S.O.S. division in this capacity). 


Professional Photographers 
to Launch Push in January 
Professional Photographers of 


Warner Joins Avery-Knodel 
Charles Warner, formerly with 
WTOP-TV, Washington, has joined 
the New York tv sales staff of 
Avery-Knodel, station representa- 
tive. Avery-Knodel also has named 
Allen Long, previously with Dan- 
cer-Fitzgerald-Sample, to its tv 


1 1 h | sales staff. 
@ Creative art work @ Publications “know-how” sion. A Senet, Yen Mae 


@ Fine color offset lithography 
@ Quality letterpress printing 


@ Complete mailing service 
@ Mats, stereos and electros 


S.O.S., acquired by GF in 1957, 


@ Four-color separations @ Complete bindery 


Write, Wire, Phone 


Out of the “high-rent” district at 
1420 P STREET LINCOLN, NEBRASKA 


ebraska Farmer Company bs 


|} AND NOW High Speed Four-Color Web Offset 


h 


markets S.O.S. scouring pads and 
other cleanser products. Perkins 
markets Kool-Aid and Good Sea- 
sons salad dressing mixes. All of 
these products are handled by 
Foote, Cone & Belding. New food 
products have been assigned to 
Young & Rubicam (which for- 
merly handled the same job for 
the Perkins division) and new 


South Bend Sets a Good Table 


Pane  NORSRE PRS STOROPRARSS CSOD LR OSESEpOSEKS 


Pree 
PPrTrrerireeri iit 


‘ “Better Meals Build Better Families.”’ Families 
in this 7-county market proved this last year with 
$185 million food sales. Reach more of these 
high income households with a Tribune schedule. 
Write for free morket dota book. 


* 
SOSH E SEES SHE ESE EEEEEE HEE SEE EEE ESE EE EEE E EEE EES 


coverage; 


PT eee eee eee 


Franklin D. Schurz, Editor and Publisher * Story, Brooks & Finley, inc. National Representatives 


South Bend families can afford it. Average household in 
come of $7,553 is the highest in the state; outstrips the run- 
ner-up, Gary-Hammond-East Chicago, by a substantial $498. 
Families in this 7-county ABC trading zone spent $185 mil- 
ion to set their tables last year. 


Local food retailers closed ranks last fall behind The Tribune 
co-ordinated ‘‘Better Meals" promotion. An even stronger 
campaign is planned for 1960. And The South Bend Tribune 
spurs table sales every week of the year with its well-read 
Thursday food section. 


Back your brand in this affluent market with a Tribune 
schedule. Only The Tribune 
gives your story 100% city 
92.2% 
Metro area; 62.4% in the 
7-county trading zone. 


in the 


South ‘end 
Cribune 


the first phase of its 10 year cam- 
paign to popularize portrait pho- 
tography in January. Called the 
“Seven Ages of Childhood,” the 
campaign will emphasize seven 
ages most effective for photograph- 
ing children. Advertising materials 
available for local placement by 
individual studios include newspa- 
per ad mats, a package of trans- 
cribed spot announcements and 
program music lists for am and fm 
radio, filmed tv spots, and color 
films for motion picture screen ad- 
vertising and outdoor. 


SAA Names Bennett 


South African Airways, which 
operates daily flights between Jo- 
hannesburg and London, has ap- 
pointed Victor A. Bennett Co., New 
York, to handle its advertising: in 
the U.S. British Overseas Airways 
Corp., another Bennett account, is 
the general sales agent for the air- 
line in this country. 


Stone Joins Lennen & Newell 

Donald H. Stone, formerly a 
copy supervisor with Grey Ad- 
vertising Agency, has joined the 
copy department of Lennen & New- 
ell, New York. 


Radio Switch Names Martin 
Radio Switch Corp. has appoint- 
ed George Homer Martin Associ- 
ates, Newark, to handle its adver- 
tising in the communications and 
general electronics industry. 


QUANTITY 


Photos Sell 
MODELS 


They cvaiint t mail a Model, so ioe 
sent a glossy photo. If you can't 
send your n1 send a photo. 


8 x 10 
GLOSSY 
PHOTOS 


QUANTITY Photos will sell for 
= because they are QUALITY 


8 x 10 GLOSSY PHOTO PRICE LIST 
Number | 12 | 25°] 50] 100 
Price ea. | 20c | 15¢ | 12¢ | 9% 

Write for complete Price Catalog 


QUANTITY PHOTO CO. 
119 W. Hubbard St. * Chicago 10, Ill. 


Telephone SU 7-8288 
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Postal Service ‘Deteriorated, Getting 
Worse,’ Union Chief Charges in Book 


WASHINGTON, Aug. 16—A postal |\of improved service: “Summerfield | almost totally ineffective on Capi- | 


Bree 


with a combined bill. 

Mr. Doherty reports that when 
Mr. Summerfield “found that his 
lobbyist, Harry Brookshire, was 


union chief has written a book | has made a lot of eloquent state-/|tol Hill, he stationed himself in 
charging that under Postmaster| ments about the improvements |his official Cadillac just outside 
General Arthur E. Summerfield | that have been made in the service | one of the entrances to the Senate 
“postal service has deteriorated |during his administration, but by|Office Bldg. and kept the tele- 
and is getting worse every day.” | and large he is flying in the face | phone in his car working constant- 


The author is William C. Doher- | of the facts when he does so. ‘, 
“The postal service has deteri- “Just before the Senate vote on 


ty, president of the National Assn. | 


ly 


of Letter Carriers, and a vp of |orated during his administration |the pay bill, he summoned me to 
AFL-CIO. The book is “Mailman, | and is getting worse each day. The |his upholstered mobile office and 
U.S.A.,” to be published Aug. 22 by | indignation of the public is mount- | asked me to go along with an 84% 
David McKay Co., New York ing. I know what I am talking | pay increase. He said he ‘thought’ 
($3.95). jabout when I say this because it |he could get the President to sign 

The book is notable for its frank- |is to the letter carriers that the|such a bill if it were joined to a 


ness and for its contributions to | patrons usually complain.” 


the history of past postal pay and | 


rate bill... 
“I refused to go along. I knew 


postal rate battles in Congress. It|# Mr. Doherty contributes a foot- | that he wanted a rate bill so badly 
manages to report in a footnote |note to history by rendering an |that he would eventually agree to 
the latest success of the letter car- inside report of the controversy |the 10% increase on which he was 
riers in achieving a pay raise last| over the 1958 bill to raise postal |insisting. I left him with his jan- 
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,combined with a rate bill, and the; Mr. Doherty comments: “Don- 


| Postmaster General recommended 
|that the President sign the bill, 
| which he did. 
| 
|= On rates, the union head at- 
\tributes to “self-preservation” the 
reluctance of Congress to vote in- 
|creases. “Increasing the salaries of 
half a million human beings makes 
| friends,” he notes, while “increas- 
|ing the rates of 175,000,000 people 
j/ean conceivably make enemies. 
| Ergo, the law of self-preservation 
causes many (but not by any 
means all) congressmen to view 
any attempt to raise postage rates 
with an extremely jaundiced eye.” 
Mr. Doherty also pays his re- 
spects to Mr. Summerfield’s prede- 
cessor as Postmaster General, Jesse 


ports he “rejoiced in his appoint- 
ment,” since Mr. Donaldson was 


Donaldson. The union leader re- | 


jaldson was a prodigious worker 
but inclined to operate like a sew- 
ing machine, very fast up and 
down but always in the same place 
|... A career man, when he is good, 
|is almost unbeatable; when he is 
|bad he is almost unbelievable.” 
Mr. Summerfield’s inning will 
come next month, when his own 
book, “U. S. Mail,” is published. + 


Doner Adds Two 

W. B. Doner & Co., Baltimore, 
has added two men: Manny Klein, 
|media director, formerly of Len- 
jnen & Newell, New York, and 
|Kenneth Ferguson, copywriter, 
| formerly of Clinton D. Carr & Co., 
| Baltimore. 


Malone Names Dempster 
| Wesley L. Dempster, formerly 


month over a Presidential veto. |pay and postal rates. Although the | gling telephone in the big black |an ex-letter carrier who had risen managing editor of the Star, Col- 
junion position was against com- |Cadillac and returned to work.” through the ranks. Soon, the union | umbus, O., has been named copy 


a Mr. Doherty’s two chapters de- | bining pay and rate issues, the pay| The Senate did reject the com- 
voted primarily to Mr. Summer-| strategists decided to go along | promise, passed the 10% pay bill 


head relates, he began to have 
“some niggling little doubts.” 


chief of Norman Malone Associ- 
| ates, Akron. 


field are titled, “The Tragedy of | 
King Arthur” and “The Vanity of 
Human Wishes.” They detail the 
congressional and administrative 
battles of the past seven and one- 
half years. 

The author states: “Future his- 
torians will find the Summerfield 
administration of the postal estab- 
lishment an enigma. Certainly Ar- 
thur Summerfield has been the 
most controversial Postmaster 
General in our history, and were it 
not for some fatal flaws in his 
personal and political philosophy, 
he might well have become the 
best. 

“The things that have been 
commendable in his administration 
have been almost incredibly good, 
and the things that have been 
reprehensible have been horrible.” 

Mr. Doherty charges the Post- 
master General with “wild and 
indiscriminate slugging, with a 
touch of gouging thrown in for 
good measure.” He alludes to his 
“publicly peacocking” at the ex- 
pense of his employes. 


a The writer also comments on 
the Summerfield lobbying tactics, 
saying: “A choleric man at times, 
he has been much given to picking 
up the phone and ferociously 
bawling out senators and congress- 
men who, he felt, were not cooper- 
ating with his program’ of the 
moment.” 

The book claims: “Many of 
Summerfield’s proposed reforms 
have been hamstrung because of 
the active dislike he has incurred 
on the Hill. Few cabinet officers 
in history have aroused as much 
congressional indignation as he 
has and this widespread disap- 
proval has been ruinous to his 
hopes. 

“His knee-in-the-groin approach 
to diplomacy has been a compléte | 
failure in the Congress and, ac- 
cording to informed sources, has | 
caused concern even in the White 
House.” 

The union chief enters a strong | 
dissent against Post Office claims 


INCREDIBLE 
AKKORD 
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TRANSISTOR jf 


RADIO 


A highly sensi- 
tive all band pre- 9% 
cision German “8 | 
built set, with push button choice of FM, | 
AM, Short Wave and Marine Band | 
broadcasts. 12, transistors, 5 diodes, varis- | 
tor; AFC; 7” x 3” oval hi-fi speaker. | 
Dipole telescopic antenna, built-in fer- | 
rite antenna, plus additional long range | 
antenna. Plays on 4 flashlight batteries. 

Four input jacks. Hand crafted case. 


| ela - 


OT ill 


HUH 


Gift boxed. An ideal incentive and busi- | 


ness gift. Full money back guarantee 
Order today. Diner's and American Ex- 
press members may charge to account. 


Scams” Bil, $149.95 Fo 
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Balsam Adds Four Accounts 

Balsam Advertising, Pasadena, 
Cal., has been named to handle 
advertising for the following com- | 
panies: Bemco Inc., North Holly- | 
wood, manufacturer of environ- | 
mental test equipment; Omega 
Precision Inc., Azusa, maker of | 
sockets, connector assemblies and | 
other products; Hanjohn Co., Pas- 
adena, producer of electronic weld- 
ing machines, and Nesco Instru- 
ments, Costa Mesa, manufacturer 
of graphic recorders. 


KICN Names Morrison 

Dick Morrison, formerly vp and | 
general sales manager of Com- 
mercial Recording Corp., Dallas, 
has been named general manager 
of KICN, Denver. 


KSON Appoints Guzik ~s om =e = a | 

ik h J , " : 
& Bae hacen nee —_ SOLUTION—The account makes fabric. The account’s garments. The solution, by Douglas D. Simon Ad- 
go, to become manager ‘of KSON, | accounts make garments. The problem: Create a_ vertising for Milliken Woolens Inc., is a series of 
San Diego radio station. fabric ad that is obviously a fabric ad, yet sells color pages running in Glamour and Mademoiselle. 


Pacage « Mmgiiren Oe 


.- + Meigs Field, a man-made island on the lake front, is the . 
busiest single-runway airport in the world. Here you'll find 
helicopter service to major airports; private flights; and sched- 
uled airline departures—only three minutes from the “Loop.” 
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Chicagoans—is dedicated to 
quality programming and 


community service. 


WGN IS CHICAGO 


Quality + Integrity * Responsibility 
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British Agency Sets 
Plan to Help Young 
Admen Study in U. S. 


« Lonpon, Aug. 16—Alfred Bates & 

Son, London agency, has estab- 
lished within the framework of the 
Institute of Practitioners in Ad- 
vertising (IPA) the Alfred Bates 
Awards, a competition that will 
enable two young British agency 
men to visit agencies abroad for 
study. 

Bates has put up $2,800 to start 
the competition. This will cover 
two years of operation. The IPA 
said: “It is hoped that if the scheme 
proves successful, it will be con- 
tinued after the allotted period by 
finding further money to finance 
it.” 

The first competition will be held 
in 1961. Men under 25 years of age 
who are employes of IPA member 
\agencies will be eligible to compete. 
|They will be required to submit 
papers on a set theme. 


= Two awards of $700 each will be 
made each year. This, the IPA said, 
“will be sufficient to provide for a 
sea journey each way and four 
weeks in New York, where ar- 
\rangements would be made for the 
two successful candidates to study 
advertising practice in that coun- 
try.” # 


N. Y. Daily Changes Name 

Effective with its Aug. 10 issue, 
the New Yorker, Poughkeepsie, 
N.Y., changed its name to the 
Poughkeepsie Journal. The name 
change climaxed the newspaper’s 
observance of its 175th anniver- 
sary. 


Byrd Joins M. M. Fisher 

Ron E. Byrd, formerly retail ad- 
vertising supervisor and copywrit- 
er for Montgomery Ward & Co., 
Chicago, has joined M.. M. Fisher 
Associates, Chicago, to work on 
merchandising and collateral ma- 
terial. 


Native Laces to Stone-Cooper 

Native Laces & Textiles, New 
York, a division of Natona Mills, 
has appointed Stone-Cooper Inc., 
New York, as its advertising agen- 
cy. The account was formerly 
handled by Irving Serwer Adver- 
tising. 


Sig 


Pharmaceuticals? 


Here’s a preferred market- 
at a popular price: 

for less than 5¢ apiece, 
you reach 85,000 dentists 
in a magazine they read 
devotedly. May we give 
you facts and figures? 
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PITTSBURGH, PENNSYLVANIA 
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Fox Appointed Consultant 

Irving Fox, who resigned recent- | 
ly as advertising and sales promo-| 
tion manager of Lite Diet bread at) 
Bakers Franchise Corp., has been 
appointed to the staff of Bakers | 
Research Bureau, New York, on a 
consulting basis. He will be work- 
ing on new products. 


Along the Media Path 


Boys’ Life, New York, has mailed|ing market statistics for the area 
|promotional pamphlets explaining| served by the station, may be ob- 
| its third annual Christmas promo-| tained from WWVA, Hawley Bldg., 
| tion to advertisers around the| Wheeling, W. Va. 

country. 


Cool-Ray Boosts Two 
Cool-Ray Inc., Chelsea, Mass., | 
maker of Cool-Ray sun glasses, has | ® Some 500 contestants have en- 
promoted Howard E. Oakes from. tered the Miss Latin America set 
vp and general manager to exec vp. | '©St; sponsored by WADO, New| 
M. J. Dunn, director of marketing, | York. Entrants in the contest, to be 
has been appointed sales vp. He | held Sept. 18, must be of Spanish 
joined Cool-Ray in 1958 as market-|0F Latin American descent, be- 
ing manager. pees 16 and 28 years of age and 
reside in New York, New Jersey, 
or Connecticut. 


e The Treasury Department has 
awarded a citation to WGN, Chi- 
cago, for its cooperation in the pro- 
motion of the sale of Series E and 
H savings bonds. 


e “The Christmas Gift Story,” a 
report on Christmas gifts bought 
and received by its readers, has 
been published by and is available 


|from Seventeen, 488 Madison Ave., 
|@ More than 1,300 teen agers at-| New York 22. 


has appointed |tended the first Olympic Hop, 
Richard F. Drake advertising-|sponsored by WQAM, Miami, and| 


Drake Named Ad Head 
American Automatic Typewrit- 
er Co., Chicago, 


| 
| athletes to Rome. ” 


sales promotion manager. Before |the Police Athletic League of Mi-| ° “i “ nga aed gered a ? mid a cobtert Atee 
joining American Automatic, Mr. | ami. The dance was held in Bay- | _ “= pt om ton th. : Say ¥ TaN. . Polkes, vp of 
Drake was advertising manager of | front Park Auditorium to help | thee we Untine daape ee ted} X a = aS TS wg?’ Webb & Knapp, 
Comptometer Corp. lraise funds to send U.S. Olympic | ‘© ©OFTesPoneing edna ihe Se a . - s- 


con ah abet E 
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HAPPINESS KEY— 
Sabrina, British 
tv, stage and 
movie actress, 
picks the winning 
key in a “Keys to 
Happiness” con- 
test staged by 
WINS, New York. 
Sender of the 
winning key was 
awarded a free 
year’s lease on a 
terraced luxury 
apartment at 
Webb & Knapp’s 
Park West Vil- 
lage in New York, 
to live in or to 
rent out. More 
than 20,000 
tagged keys were 
mailed in for the 


holds the lease. 


e WDRC, Hartford, CBS-Radio | Ft. Lauderdale, combined its July) 
|e Acelebration luncheon launched | °utlet for Connecticut, is offering | 11 and 18 issues in its July 25 issue. 
\“Farm Radio Week,” on WWYVA, | $1 for each phoned-in listener news | 

Wheeling, W. Va., which celebrated | tip and in addition, $5 for the best | WCCO, Minneapolis-St. Paul, 
25 years of continuous farm broad- | €Ws tip of the week. /has announced plans for expansion 
| casting last week. Copies of a book- \of its present offices. Remodeling 
\let commemorating the station’s|’e In an effort to overcome delays | plans call for a complete rebuilding 
| quarter-century of farm broadcast-|caused by strikes in the printing|of the entire broadcasting area in 
ing, covering the history of the|plant and other mechanical diffi- | the WWCO Radio Bldg. + 

farm broadcast series and contain-|culties, Swimming Pool Weekly, | 


Far- Reaching | 


U. S. Tele-Service Corp. 
| Adds Monitoring Company 

| U.S. Tele-Service Corp., New 
, York television monitoring and 
research company, has acquired 
National Television Monitoring Co.., 
|New York. With the acquisition, 
| U. S. Tele-Service, which has been | 
supplying agencies and sponsors | 
|with off-the-air “photoscripts” of) 
|New York local and network tv 
| commercials, will broaden its serv- 
|ices to include kinescoping in 100 
| key markets and air checks in 200 
| cities. 

Admiral Unit to Henri, Hurst 

The commercial electronics di- 

vision of Admiral Sales Corp., 
which recently moved from New- 
jerk to Chicago, has named Henri, 
|Hurst & McDonald, Chicago, as 
|its agency. Henri, Hurst handles 
Admiral’s. consumer and interna- 
tional advertising. The division, 
which supplies hotels and motels 
| with automatic electronic equip- 
j}ment, was formerly with Pan- |} 
American Public Relations Ltd., 
| New York. 


I'm glad this 
coconut tree is wired. 


Kircak 


Hogue Chandler Kirby 
Nelson 

KXTV PARTY—San Francisco agency personnel hold some of the prizes 
won in the recent KXTV, Sacramento, ad agencies party, during 
which guests toured the station’s remodeled building and were 
treated to luncheon at a local restaurant and cocktails and smorgas- 
bord at the home of Jim Osborn, KXTV general sales manager. Pic- 
tured with Mr. Osborn are Ellie Nelson, Mac Chandler and Bev Kir- 
cak, Batten, Barton, Durstine & Osborn; Dick Hogue, vp and general 
manager of KXTV; Mike Kirby, Young & Rubicam, and Don Kear- 


ney, Corinthian Broadcasting director of sales. 


TH 
CHROMICLE 
MEANS 


Kearney Osborn 


Four Oaks Names Hall 

Four Oaks Developments Ltd., 
Toronto, marketer of family swim- | 
|ming pools, has appointed Melvin 
F. Hall Advertising Agency, Fort | 
Erie, Ont., and Buffalo, N. Y., to | 
handle its advertising, sales promo- | 
tion and public relations. 


| 
| 
| 


Who wants 
to be rescued! 


We may have succeeded this 
time, but it’s hard to exaggerate 
Six’s Far-Reaching effect. You 
just can’t do the right job in 

aine without it. 


WCSH-TV 


NBC for 
PORTLAND 


MAINE 


} 
| 
} 
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co Gyroniele cl 
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| In the past year. 


The Chronicle gained 
MORE THAN TWICE AS MUCH 


daily circulation as The Examiner 
Source: A. B.C. Publisher's Statements, 3 months ending March 31, 1959, 1960 


MAINE BROADCASTING SYSTEM 


WCSH-TV 6, Portland WLBZTV'2, Bangor 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusta 


— 


Stakes you to a lively market—Lansir 


ONE 
SHOT 


LANSING 
JACKSON 
BATTLE CREEK 


j 

4 , 
ww’ @y, 
A solid play in Michigan's Golden Triang 


Jackson and Battle Creek! WILX-TV crac 
all three with a city-grade signal and scor 
big in a lush outstate area ranking 11th 
retail sales*—26th in TV households* 
Your play—call Venard, Rintoul & M 
Connell, Inc. 


*SRDS Consumer Market Data 
**Television Age 100 Top Markets — 11/30/59 


CHANNEL ji@ 
of |e \\ 
eo anni is 1 
So =p-4r2 
— _ oy —— et 
‘8 vianian' ome | ; 
LANSING 
‘BATTLE CREEH 


CHANNEL 10 


SERVING MICHIGAN’ 


GOLDEN TRIANGL 


Associated with WILS — Lansing / WPON —Pont 
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FPC Rules Utilities’ ‘Political’ Ads 
Must Be Segregated for Rate Purposes 


(Continued from Page 1) 
joint magazine advertising in the 
ECAP (Electric Company Adver- 
tising Program) through N. W. 
Ayer & Son. 


= In arriving at the decision, the 
Federal Power Commission noted 
that the Supreme Court already 
has upheld the right of the Inter- 
nal Revenue Service to ban any 
tax deduction for ads dealing with 
political problems. If the disallow- 
ance of tax deduction because an 
ad is considered to be “political” 
is not an infringement of free 
speech, FPC argued, “clearly then, 
the mere classification of the ques- 
tioned expenditures to Account 538 
does not constitute any violation of 
freedom of speech.” 

In its original announcement 
two years ago, FPC said nine of 
the 26 ads in the 1957 ECAP pro- 
gram were “political” and should 
be classified in Account 538—“de- 
ductions from income.” In today’s 
decision, one of the nine, which 
showed a car of the future, with 
the headline, “Power companies 
build for your new electric living,” 
was “cleared.” 


s FPC said it had no difficulty 
finding that the eight other ads 
were “political,” since they deal 
with a political controversy—the 
private-public power controversy. 

“A scrutiny of the advertise- 
ments and a reading of their texts 
disclose they have as a basic 
ultimate purpose the influencing 
of public opinion as to the repeal 
of existing law,” FPC said. “Thus, 
they have not just an indirect 
relationship to political matters, 
but are directly political. 

“In addition, it is a fair infer- 
ence that their ultimate purposes 
include the influencing of public 
opinion as to such matters as the 
election of public officers, pro- 
posed legislation, and influencing 
the decisions of public officers. And 
their purposes may also include 
the influencing of public opinion as 
to proposed ordinances, repeal of 
existing ordinances and the ap- 
proval or revocation of franchises.” 


= FPC’s efforts to picture the 
argument solely as a matter of 
accounting procedure is consistent 
with the position the commission 
and its staff had taken at earlier 
stages of the proceedings. At a 
one-day hearing in January, 1959, 
the utilities tried to present testi- 
mony that the ads were a neces- 
sary expense because government 
is a major competitor. But Hearing 
Examiner Edward B. Marsh said 
the hearing would deal only with 
accqgunting methods. 


® In a decision in July, 1959, FPC 
upheld his ruling, but authorized 
more hearings. 

When hearings resumed last No- 
vember, the utilities again tried 
—unsuccessfully—to present proof 
that the welfare of stockholders, 
employes and customers required 
a public discussion of the issues 
involved in the public-private 
power controversy. 


s FPC said separate classification 
of political expenditures is appro- 
priate because, by their nature, 
political expenditures have a 
doubtful relationship to utility 
service. 

“Hence the classification of such 
expenditures routinely to operat- 
ing expenses would not be con- 
sistent with the objectives of util- 
ity regulation, which aims at the 
separate disclosure and classifica- 
tion of all such controversial 
items,” the ruling said. 

“Throwing all such controver- 
sial expenditures into a hotchpotch 


of operating expenses would tend 
to obscure their essential char- 
acter, and make more difficult 
their informed analysis and proper 
ultimate disposition,” FPC said. 

Seeking to dispose of the con- 
tention that the new accounting 
procedure affects the rights of 
the utilities, FPC said, “Of course, 
the question of whether the rate 
payer or the shareholder shall 
ultimately pay these particular 
expenses must await rate proceed- 
ings under the act, for an account- 
ing classification matter of this 
kind does not involve determining 
the just and reasonable rates for 
the utility. 


s “Thus,” the decision said, “there 
is no merit to the respondents’ 
contention that the commission’s 
treatment of these expenditures 
wrongfully interferes with the 
right of management to make such 
expenditures as it deems necessary 
to the conduct of the business.” 

The commission saw no merit in 
the efforts of the companies to 
prove that the ads were useful to 
their businesses. 

“The essentially political char- 
acter of the advertisements is con- 
clusively established by the adver- 
tisements themselves,” FPC argued, 
“and so clearly does this fact ap- 
pear that it is difficult to conceive 
of any evidence that would justify 
a different conclusion. 


s “Assuming respondents offered 
evidence to show that expendi- 
tures have some other additional 
or subsidiary aspect or purpose— 
that, for example, they were nec- 
essary to meet government com- 
petition, to protect the companies’ 
markets, and to preserve their 
financial well being—this would 
not detract from their fundamen- 
tally political character, nor would 
it justify classifying them under 
our system of accounts other than 
in the manner we find to be ap- 
propriate for political expendi- 
tures.” 

The nine ads originally chal- 
lenged by FPC involved $863,130 
of the $1,995,661 spent by the 76 
companies through ECAP in 1957. 
FPC provided a breakdown show- 
ing the share paid by each of the 
utilities. It allowed 120 days for 
the utilities to certify that ac- 
counting procedures required by 
the decision have been adopted. 


UTILITIES TO FIGHT 
NEW FPC DECISION 

WASHINGTON, Aug. 19—Electric 
utility companies are already at 
work on legal moves to get a re- 
view of a Federal Power Commis- 
sion decision which forces them to 
keep a separate account for ads 
dealing with political issues. 

A. J. G. Priest, chief attorney for 
ECAP—electric company advertis- 
ing program—told ADVERTISING 
AGE that a petition for reconsider- 
ation is being drafted and will be 
filed with FPC within the required 
30 days. If this fails, he indicated 
the companies are prepared to con- 
tinue their fight in court. 


# Throughout the litigation, attor- 
neys for the power companies have 
refused to accept the contention of 
FPC that the proceeding deals only 
with accounting rules which have 
no immediate impact on the finan- 
cial welfare of the companies. Any 
accounting requirement inevitably 
affects the welfare of the compa- 
nies, Mr. Priest has said. 

Meanwhile, in San Francisco, 
Dwight Van Meter, N. W. Ayer ac- 
count executive on the ECAP ac- 
count, said he knows of no plans 
for the electric utilities to change 
their program. + 


Last Minute News Flashes 
U. S. Needs Its VHF; Gradual Shift to UHF Seen 


WasuincTon, Aug. 19—The White House today slammed the door on | 
two Federal Communications Commission plans to swap unused com- 
mercial uhf tv frequencies for vhf channels now used by the govern- 
ment. The decision probably ends any possibility for tv expansion in 
the vhf range. There has been speculation that FCC will soon propose 
a long-range program to transfer all tv to the uhf band, probably over 
a 10-year transitional period. The White House decision said that de- 
fense and scientific projects of the U. S. and its allies are so solidly en- 
trenched in the vhf frequencies that the swap would “impair defense 
capability and operational readiness”; require. complex international 
negotiation; and involve an expenditure of at least $5 billion. FCC is 
now spending $2,000,000 in New York City in an effort to perfect effec- 
tive uhf transmitters and receivers. 


Ciba to Launch TV News Show for Doctors in Fall 


New York, Aug. 19—Ciba Pharmaceutical Products, ethical drug 
manufacturer, will launch a 15-minute Sunday afternoon network tv 
program of news summary for doctors beginning Oct. 30. Ciba has 
placed its order with NBC, but if the network is unable to clear 
stations it will switch to another net, probably ABC, according to the 
agency, Sudler & Hennessey. If that isn’t workable, it will use tape 


syndication. The program, called “‘This Week in Medicine,” was tested 
in four cities last year. 


Remington Rand Int'l Shifts to Doyle Dane 


NEw York, Aug. 19—Remington Rand International division of Sper- 
ry Rand Corp. has transferred its account to Doyle Dane Bernbach 
Inc. from Robert Otto & Co. Reportedly billing more than $1,000,000, 
this is the first acquisition for the agency’s international division, 
formed in April, with Mervyn J. Malcolm, former sales and marketing 
executive at Remington Rand International, in charge. The interna- 


tional shaver division remains with Fletcher Richards, Calkins & 
Holden. 


Distiller’s Bid on Color Unit Size Makes Headway 


New York, Aug. 19—Four Roses division of House of Seagram is 
making considerable headway among some publishers in obtaining 
lower newspaper minimum-size requirements for r.o.p. color units, a 
check of newspaper reps revealed. ADVERTISING AGE reported last week 
that the proposal was meeting considerable resistance among pub- 
lishers. However, some newspapers are revising rate cards to ac- 
commodate the Four Roses-Y&R. proposal for 600-800-line color ads, 
but they are holding the line on the premium charged on color ads. 


Wander Assigns Its New Minvitine to Clint Frank 


Vitta Park, ILu., Aug. 19—The Ovaltine food products division of 
Wander Co. has appointed Clinton E. Frank Inc., Chicago, to handle 
advertising for a new product, Minvitine, a powdered weight control 
diet product. Newspapers, radio and tv will be used to promote Min- 
vitine, which will be introduced nationally starting in September. 


Toni Realigns Agencies; Other Late News 

e Toni Co., Chicago, has added Wade Advertising, Chicago, to its 
agency family, to handle Deep Magic facial cleanser and a test prod- 
uct, a hair color, both formerly at North Advertising, effective Sept. 
1. Deep Magic bills about $1,000,000. At the same time, North Adver- 
tising was named to handle Pink Pamper shampoo, formerly at Clin- 


‘ton E. Frank Inc. Pamper bills about $750,000. The Frank agency re- 


cently was assigned Prom permanent and White Rain shampoo, for- 
merly at Tatham-Laird (AA, June 27). 


e The city of West Palm Beach, Fla., has named Bishopric/Green/ 
Fielden, Miami, to handle its $100,000 1961 promotional campaign, 
succeeding George Evans Co., Ft. Lauderdale. 


e Audio Devices, New York, manufacturer of magnetic tapes, has 
switched its $100,000 advertising account from Marsteller, Rickard, 
Gebhardt & Reed, New York, to Charles W. Hoyt Co., New York, 
effective Sept. 1. 


e Louis C. Caligaris has joined the Cleveland Press & News as manag- 
er of general advertising. Mr. Caligaris, formerly on the New York 
sales staff of Scripps-Howard Newspapers, succeeds Arnold Boyer, 
who becomes retail manager of the Cleveland daily. 


e Eberhard Faber Inc., Wilkes-Barre, Pa., has launched a business 
paper drive for a new lead, trademarked Diamond Star, which the 
company will claim is “unbreakable under normal writing conditions.” 
First business paper ads, in the stationery, school and purchasing 
fields, start in September, through Al Paul Lefton Co. The-lead has 
been in consumer test for a year—identified only by an inconspicuous 
dot, and only a dozen Eberhard Faber executives knew that the dot 
marked a new composite of graphite and clay which may be—in mar- 
keting vp John Horne’s words—“the first major breakthrough in pen- 
cil manufacturing since the eraser was made part of the pencil.” 


e Aluminum Co. of America, Pittsburgh, will insert pages of its 
heavy duty Alcoa Wrap in October issues of Woman’s Day and Every- 
woman’s Family Circle, the first foil insert to be used in consumer 
magazines. Large-space newspaper ads and spot radio across the coun- 
try also will promote the heavy duty foil, along with commercials on 
“Alcoa Presents” (ABC-TV). Alcoa says the heavy duty foil now ac- 
counts for 40% of all aluminum foil sales. Ketchum, MacLeod & 
Grove, Pittsburgh, is the agency. 


e Lennen & Newell, New York, has established a branch office in 
Honolulu. Walter C. Lindley, formerly with Boland Associates, a Hon- 
olulu agency, has been named manager. The Hawaiian office repre- 
sents L&N’s initial venture outside the continental U.S. 


e@ Beech-Nut Life Savers, New York (Y&R), has dropped the Dick 
Clark nighttime ABC-TV show, effective Sept. 10, but the action re- 
portedly has nothing to do with the recent payola publicity. Beech- 
Nut Gum’s tv budget is in the process of re-allocation; four one-min- 
ute participations weekly have been ordered on Mr. Clark's daytime 
“Bandstand,” and other day and night network participations are un- 
der consideration. The Clark night show will be dropped at the end of 
the Beech-Nut run, ABC-TV said, because of station reluctance to 


clear a new and earlier fall time spot for the show. 
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CORY CHRISTMAS—Cory Corp., Chi- 
cago, will use this page ad in No- 
vember issues of House Beautiful 
and Town & Country, the Decem- 
ber House & Garden and Better 
Homes & Gardens Christmas Ideas 
Annual. Other gift appliance ads 
will appear in seven other maga- 
zines. Herbert Baker Advertising 
is the agency. 


Bates Expected to 
Get Lion’s Share 
of Boyle-Midway 


(Continued from Page 1) 
shift beyond a reference to a re- 
port in ADVERTISING AGE last week 
linking the move to American 
Home’s current management, 
which came up through Whitehall 
Pharmacal. 

Mr. Gould also confirmed the 
departure from Boyle-Midway of 
R. S. Wheeler, former vp of adver- 
tising. He said the company has 
not chosen a successor for Mr. 
Wheeler and is “not even looking.” 

“We're pretty heavily staffed up 
right now,” he said. 


BOYLE-MIDWAY SHIFT 
SETS BATES-S&M DEAL? 

Toronto, Aug. 17—The future 
home of the $500,000 Boyle-Mid- 
way account here today remained 
indefinite. 

A representative of Boyle-Mid- 
way (Canada) Ltd. told ADverTis- 
mnGc AcE, “We may move our ac- 
count out of J. Walter Thompson; 
we may not. It’s too early to say.” 

One of the agencies reported 
likely to get the U. S. account is 
Ted Bates & Co., which has been 
holding “discussions” with Spitzer 
& Mills, Toronto, for some months. 

While Spitzer & Mills today de- 
nied emphatically that any merger 
or acquisition deal had been made 
with Bates, authoritative sources, 
both here and in New York, told 
AA to expect word of some kind of 
“association” between Spitzer & 
Mills and Bates within the next 
month. 

The sources also indicated that 
they expect Bates to get most of 
the Boyle-Midway account in the 
U. S. and Spitzer & Mills to land 
the account here. 


s ADVERTISING AGE reported some 
months ago that Bates was in the 
process of purchasing Spitzer & 
Mills, whose billings are estimated 
to run about $6,000,000 a year. 

However, the agency denied the 
story, admitting only that it had 
held discussions with a number of 
U. S. shops, “as have a number of 
other Canadian agencies.” # 


Coates Returns to Leon 

Coates Board & Carton Co., Gar- 
field, N. J., has reappointed S. R. 
Leon Co., New York, to handle its 
advertising after an absence of 
about three years. The account was 
with the agency from 1950 to 1957. 
The previous agency was Abner J. 
Gelula & Associates, Atlantic City. 
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Watts Succeeds 
Beldon as Head 
of RCA Sales 


(Continued from Page 3) 
transferring the headquarters of 
its home instruments operations 
from Camden, N. J., to Indianap- 
olis, where products are already 
produced. RCA said, however, that 
it has not decided yet on how the 
marketing personnel will be de- 
ployed. 

Home instruments operations 
were formed by RCA in 1959 to 
combine the old television division 
and the old radio and Victrola di- 
vision into one unit. RCA Sales 
Corp. is the unit that sells the 
products to distributors and deal-~ 
ers. 

Separate from these units is the 
corporate advertising department 
headed by R. H. Coffin, vp, ad- 
vertising-sales promotion. Mr. Cof- 
fin’s headquarters were shifted last 


Buck 


Piggott Ziptel 


SEEING RED—Holding one of the Red Skelton masks—Deadeye, Fred- 
die the Freeloader and Clem Kadiddlehopper—to be offered by Pet 
Milk Co. as a premium this fall are R. A. Buck, dry milk products 


manager; R. J. Piggott, director of advertising, and R. J. Zipfel, dry 


milk products advertising manager. 


products business. Robert A. Sei- 
|del held this post in 1957, when 
| John Burns came over from Booz, 


year from Camden to New York. 
RCA was 


Camden. 


Mr. Beldon was manager of tv 
set marketing for General Electric 
before moving to RCA in Febru- 
ary, 1959. He was named vp ahd 
general manager of home instru- 
ments operations and later be- 
came president of RCA Sales Corp. 


e Mr. Beldon joined RCA at a 
fateful time. The company was 
losing ground to Zenith Radio 
in the television receiver 
market and latest figures indicate 


Corp. 


eryptic about Mr. 
Beldon’s future plans, saying only | 
that “his new assignment will be 
made known at a later date.” Mr. | 
Beldon has been headquartered in 


Allen & Hamilton to succeed Frank 
Folsom as RCA president. In 1958, 
Charles M. Odorizzi—who is still 
|a group exec vp—assumed this re- 
| sponsibility. RCA also moved P. J. 
Casella down from Canada with 


sumer products. 


s There was also a major reor- 
ganization on the advertising front. 
Effective Jan. 1, 1960, J. Walter 
Thompson Co. returned to the 
RCA account, succeeding Kenyon 
& Eckhardt as the agency for 
RCA-sponsored radio and tv pro- 
grams, corporate and international 
advertising and all consumer prod- 
ucts with the exception of phono- 
graph records. K&E had succeeded 
JWT on the account in 1953. + 


the assignment of exec vp, con-| 


that this decline has not been ar- 
rested. RCA was king of the tv 
set market for many years. It now 
runs second to Zenith. 

Last December RCA announced 
another reorganization of its home 
instruments operations when it 
brought in Delbert Mills from In- 
ternational Telephone & Tele- 
graph Corp. as a division vp. It 
was explained at the time that 
Mr. Mills would have responsi- 
bility for engineering and manu- 
facturing, with Mr. Beldon con- 
tinuing to head up the marketing 
side. : 

Industry observers noted at the 
time that one of the key factors 
in Zenith’s overtaking of RCA was 
equipment advantages such as re- 
mote tuning. Zenith has an un- 


AMA Uses Dailies 
to Back Stand on 
Aid-to-Aged Bill 


000 to magazines and business 
papers. The radio drive, concen- 
trated in a two-week period in 


October, used 30,000 spots on 
2,026 radio stations in 1,260 mar- 
kets. 


masterminded by the public rela- 


(Continued from Page 3) 


Strategy for the campaign was 


questioned lead in remote tuning 
with its Space Command system. 

Under the new reorganization, 
Mr. Mills emerges as the chief of 
home instruments operations, both 
the manufacturing and marketing 


sides. 
® Another ex-IT&T executive, 
Fred M. Farwell, preceded Mr. 


Mills to RCA, joining the company 
last September to fill the newly 
created position of vp, marketing, 
with responsibility over Mr. Cof- 


fin’s department. 
However, 


division, where he 


poration. 


In terms of the way RCA’s busi- 
ness is going, defense electronics 
is a key assignment. The corpora- 
tion’s latest financial report shows 
that defense business now accounts 
for one-third of total volume. On 
the other hand, consumer products, 
which once accounted for a sub- 
stantial share of RCA’s business, 
now represent only about 20% of 


volume. 


Mr. Watts is the fourth in a se- 
ries of exec vps who have ridden 
herd over RCA’s lagging consumer 


ER a aS ge 8 eee ETE 
(SS a mas 


with little fanfare, 
RCA has since shifted Mr. Farwell 
to the defense electronic products 
is now vp, 
marketing. Mr. Coffin now reports 
to Charles R. Denny, ex-NBC ex- 
ecutive who is vp, product plan- 
ning and marketing, for the cor- 


tions company of Whitaker & Bax- 
ter. Four agencies worked together 
in placing the copy: Lockwood- 
Shackelford, Chicago, in associa- 
tion with Homer J. Buckiey & As- 
sociates, Chicago, handled the 
newspaper and magazine portion, 
and Russel M. Seeds Co., Chi- 
cago (now Keyes, Madden & 
Jones), and Harry M. Frost Co., 
Boston, handled the radio spots. 


= In addition, other companies 
tied in with the AMA in the cam- 
paign, including two insurance 
companies—Mutual Benefit Health 
& Accident Assn., Omaha, and 
Bankers Life & Casualty Co., Chi- 
cago—and Rexall Drug Co., Men- 
nen Co., Bristol-Myers Co. and 
Sinclair Refining Co. 

The 1950 campaign was angrily 
denounced by the Democratic Na- 
tional Committee as an advertising 
drive intended “to beat the Demo- 
crats at the polls,” and Sen. James 
Murray (D., Wyo.) issued a state- 
ment that the AMA and allied 
groups were spending $20,000,000 
on advertising which would better 
be spent for medical care. # 


Reidy Joins Yardley as VP 

John J. Reidy has resigned as 
president of Schick Inc. to become 
vp in charge of marketing at Yard- 
ley of London, New York, a new 
post. No successor has been named 
at Schick. 


Pet Milk Offers 
Red Skelton Masks 


‘ihe = 
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FTC Tries to Plug Robinson-Patman 


(Continued from Page 3) 
quently moved against co-op ad- 
vertising arrangements in the past, 
this is the first time that the 
Robinson-Patman jurisdiction gap 
came before the commission for de- 
cision. Some earlier cases were set- 
tled by consent order. OtHers have 
been awaiting the commission’s 
verdict in the Grand Union case. 

The case is an outgrowth of an 
arrangement which Grand Union, 
operator of 340 supermarkets in 
the East, has for the lease of a 
spectacular sign in Times Square, 
New York City. FTC found that 
Grand Union induced at least 28 
of its suppliers to lease time on the 
sign under an arrangement which 
gave the chain a percentage of the 
rentals. 

Aside from the jurisdictional 
question, Grand Union denied that 


|it was responsible for the arrange- 


|ment since the advertisers were 


Sr. Lours, Aug. 18—Pet Milk Co. | 


is tying in its latest premium with 
its sponsorship of the Red Skelton 
show on CBS. 

The premium—three full-color 
plastic masks of three Skelton 
characters—will be offered for the 
first time by Red himself on his 
opening tv show Sept. 27. The 
masks represent Clem Kadiddle- 
hopper, Freddie the Freeloader 
and Deadeye. The set of three is 
offered for 50¢ plus the yellow 
shield from any size package of 
Pet instant nonfat dry milk. 

Advertising support will be 
given on Pet’s other tv show, “The 
Edge of Night” (CBS), on radio’s 
“Grand Ole Opry” and in the Oc- 
tober issues of McCall’s, Redbook, 
Reader’s Digest and in Metro com- 
ics. Gardner Advertising Co. is the 
agency. # 


‘Philadelphia News’ 
Offers Admen Space 
to Explain Ad Field 


PHILADELPHIA, Aug. 17—The 
Philadelphia Daily News is offer- 
ing 52 top advertising agencies an 
opportunity to tell its readers 
about advertising. 

Gordon F. Chelf, publisher. 
announced that the News will of- 
fer a page of space each week to 
agencies to explain the purpose 
and function of advertising. 

He said initial reaction has been 
“overwhelmingly enthusiastic.” 

“We are willing to contribute 
the space if advertising agencies, 
through their professional talent, 
will develop copy defining the role 
of advertising,” he stated. 

“Advertisers, agencies and me- 
dia have used advertising effec- 
tively to promote the sale of 
products, services and ideas—but 
we in the advertising business 
have neglected to inform the pub- 
lic and those in influential posi- 
tions of the important service per- 
formed by advertising per se. A 
constructive educational program 
explaining advertising’s function 
in, and contribution to, our Amer- 
ican economy is needed and now 
is the time for such an educational 
campaign.” 


® He said his newspaper was will- 
ing to be the starter in such a 
program, because he believes it 
will spread quickly to other media. 
Mr. Chelf said the News will be 
happy to provide mats to other 
newspapers. 

All ads will carry the following 
signature: “One of a series of 
advertisements sponsored by the 
Daily News as a public service. 
Copy prepared by (agency).” 

The Daily News plans to sched- 
ule the pages after Labor Day. The 
campaign is planned to run a full 
year. # 


paying for services rendered by 
Douglas Leigh Inc., owner of the 
sign. But FTC said Grand Union 
was attempting to “artificially 
fragmentize and compartmental- 
ize an essentially unitary transac- 
|tion.” It said payments were for 
|the benefit of Grand Union and 
| were made under pressure, and in 


| many cases, under protest. 


s Grand Union insisted there was 
no evidence that it knew or should 
have known that payments made 
to it by its suppliers were not 
available to its competitors on 
proportionately equal terms. 

But the commission decision de- 
clared there was ample evidence 
Grand Union knew the sign deals 
were specially tailored and were 
not part of the usual advertising 
allowance programs of many of 
its suppliers. 

“The sign deal was not limited 
to a single transaction, but was a 
program continuing over a period 
of four years,” FTC said. “During 
that time respondent was urging 
its suppliers to become’ participat- 
ing advertisers, and the record 
shows that certain of these sup- 
pliers, by participating, granted 
allowances which they did not 
make to respondent’s competitors 
on proportionately equal terms. 

“Under these circumstances it 
would have been remarkable if 
the suppliers had not informed 
respondent during the course of 
the negotiations that it was receiv- 
ing ample preferential treatment.” 


s The jurisdictional issue proved 
to be of over-riding importance in 
the case. 

The issue arose on the question 
of whether Congress intentionally 
omitted from the R-P Act lan- 
guage which would have banned 
the solicitation of illegal advertis- 
ing allowances. 


Loophole, Using Provision of FTC Act 


Under some sections of the act, 
suppliers are prohibited from 
granting discriminatory prices and 
advertising allowances. Other sec- 
tions prohibit customers from so- 
liciting discriminatory prices, with- 
out any specific mention of adver- 
tising allowances. 

With the commission splitting 
4-1, the majority, led by Com- 
missioner Robert Secrest, held that 
even though the Robinson-Patman 
Act does not specifically stop re- 
tailers from soliciting discrimina- 
tory benefits, the commission has 
a duty to use the FTC Act to “sup- 
plement and bolster” the intent of 
the R-P Act. ’ 

The majority said omission of 
the ban on soliciting advertising 
was a “legislative oversight” rather 
than a deliberate policy of Con- 
gress. “In the absence of evidence 
of congressional intent not to rend- 
er unlawful practices related to 
those specifically prohibited by the 
Robinson-Patman Act,” the major- 
ity said, “there is no substance to 
respondent’s argument that the 
FTC Act cannot be extended to 
proscribe discriminatory practices 
which do not come within the pur- 
view of the Robinson-Patman Act.” 


s A sharp dissent by Commis- 
sioner Edward T. Tait questioned 
whether FTC has a right to declare 
a practice unlawful merely be- 
cause it believes it contrary to the 
“spirit” of the anti-trust laws. 
Under such a theory, he argued, a 
business man would first have to 
decide whether a practice is illegal 
under the law. Then he would 
have to decide whether it is legal 
under a vague standard, herein 
stated to be “the spirit of the 
amended act.” 


SEARS, SUPPLIER 
CITED BY FTC 


WASHINGTON, Aug. 18—The Fed- 
eral Trade Commission today 
charged Sears, Roebuck & Co., 
Chicago, with knowingly inducing 
discriminatory prices from Univer- 
sal-Rundle Corp., New Castle, Pa., 
a supplier. 

Universal-Rundle was charged 
in a separate complaint with grant- 
ing illegal price concessions to 
Sears and other customers. Sears 
owns approximately 63% of U-R 
stock and purchases bathroom fix- 
tures from it for resale under the 
Sears trade name Homart, FTC 
said. # 


Andrews Joins Newark Agency 
Paul Andrews has joined Car- 
penter-Proctor, Newark agency, as 
an account executive specializing 
in the travel field. Mr. Andrews is 
a former ad manager of Sabena 
Belgian World Airlines and the 
old Chicago & Southern Airlines. 


RIE, Pie ne Sie 
se a 


BIG DAY—Pretty Mary Parry helps Transcontinent station WROC-TV, 
Rochester, N.Y., welcome WDAF and WDAF-TV, Kansas City, to 
the Transcontinent Television Corp. family. The WDAF call letters 
went up on the entrance foyer map at WROC-TV following the FCC 
okay of Transcontinent as the new owner of the Kansas City outlets. 
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“ CIGARETTE SMOKERS } 
» ...WHY GAMBLE 
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EN GARDE!—Tar Gard Laboratories, 
San Antonio, is using bw news- | 
paper ads like this to introduce its 
Tar Gard tar-removing cigaret 
holder nationally (AA, Aug. 1). 
Color ads will be used later and 
spots on the Dave Garroway show 
(NBC-TV) on a local basis. Glenn 
Advertising is the agency. 


National Theaters | 
Cuts NTA Holdings; | 
NTA Reorganizes | 


New York, Aug. 18—National | 
Telefilm Associates is re-aligning 
its sales department as a result of 
National Theaters & Television’s 
announcement last week that it was 
loosening its reins on the tv film | 
distributing subsidiary. 

NTA’s sales force will now be | 
split into two divisions, in place 
of the former three divisions, with | 
the Mississippi River serving as | 
the dividing line. E. Jonny Graff | 
will serve as vp in charge of sales | 
for the eastern division, with | 
headquarters in New York, and | 
Berne Tabakin will act as vp in 
charge of western sales, out of 
Beverly Hills. Mr. Graff formerly 
headed East Coast sales, and Mr. 
Tabakin West Coast sales, but their 
territories now have been expand- | 
ed. The Midwest division will be | 
terminated, and the Chicago office 
will function as a regional unit op- 
erating under the eastern division. | 

Messrs. Graff and Tabakin will 
report directly to Oliver Unger, 


who will continue as president of | 


NTA and supervisor of all sales ac- 
tivities. Mr. Unger and the board 
chairman, Ely <A. Landau, will 
leave their vp posts at NT&T. Mr. 
Unger will rejoin Mr. Landau in 
the New York headquarters. 


a NT&T’s long-expected break | 


with NTA came last week, when 


the parent company announced | 


New Horizons 
For You, Too 


Why are there such great in- 
creases in Travel and Resort 
advertising in The Mirror? 
Because as its readers pros- 
per they reach out for new 
orizons, new lands, new va- 
cations. You skim the cream 
off the New York mass mar- 
‘ket when you advertise in 
The Mirror. 


Make 
The Mirror 
~ a MUST! 


that it would distribute 844,875); passed on to NT&T and reflected | 
shares of its NTA common stock to|in a loss of $835,981 for the par- 
its 14,000 NT&T stockholders at the|ent company for the half year | 


rate of three shares for every 10 
shares of NT&T. The stock distri- 
bution will be subject to FCC ap- 
proval, because NTA owns WNTA 
and WNTA-TV. 

NT&T will keep 620,511 shares 
of NTA. This means that NT&T 
will be able to share in the prof- 
its should NTA show an upswing 
in business; yet it will not have 
to carry the full weight finan- 
cially should NTA continue to op- 
erate in the red. There are an 
additional 155,125 shares of NTA 
stock outstanding. 

The split between the compa- 
nies reportedly came _ because 
NTA suffered at $5,000,000 loss in 
its last fiscai year. This was 


ended March 29, 1960. In its most | 
recent half year, NTA incurred a | 
$2,699,000 loss. # | 


Lawrence Joins Creative Group | 

Robert S. Lawrence has joined 
the art department of Creative 
Group Inc., Appleton, Wis., as a | 
lustrator and layout artist. 
formerly was with Brady Co., Pox | 
pleton, in the same post. 


Shiels Joins ‘U.S. News’ | 

Charles F. Shiels III, formerly | 
with Good Housekeeping, has| 
joined the St. Louis advertising | 
sales staff of U. S. News & World 
Report. 


You See What's Happening At A Glance! 
| a a one gt 


% Gives Graphic Picture of Your 
Operations. Stops mixups. 


% Simple to Operate. Write on 
Cards, Snaps in Grooves. 


% Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


*% Made of Metal. Compact and 
attractive. Over 500,000 in Use. 


Full price $49.50 with cards 


24-page illustrated 
FREE | 800k.er no. 8c-20 
Without Obligation 
Write Today for Your Copy 
GRAPHIC SYSTEMS, Box 267, Yanceyville, N. C. 


PHIL SILVERS, CBS-TV STAR 


Stashing it away? If not, here’s an idea that might get you a hoard. Tell the 
boss Consolidated is the world’s largest enamel printing paper specialist. As a 
result, Consolidated offers finest quality for less. By specifying Consolidated Enamels 
for catalogs, sales folders and other printed material, he’ll cut costs without sacri- 
ficing quality. Get free test sheets. Have your printer test them on your next 
printing order, comparing quality, per- 
formance, costs! Then enlarge your closet. 
Available only through your Consolidated Paper Merchant 


SSO TSAA 
WORLD’S LARGEST SPECIALIST 


IN ENAMEL PRINTING PAPERS 
Consolidated Water Power & Paper Co. + Natl. Sales Offices, 135 S. LaSalle St., Chicago 
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Dailies’ Rates, per-1,000 | 
Costs Zoom, ANA Finds 


(Continued from Page 1) 
their number grew to a high of 50 
in 1958 and dropped to 45 this year. 

These big dailies had an average 
circulation of 459,610 in 1946; the 
average reached a high of 484,505 
in 1950 (when there were 41 news- 
papers in the group) and declined 
to 444,538 this year. However, the 
1960 figure was higher than either 
the 1959 (440,425) or the 1958 
(437,594) average. z 

In 1946, the average line rate of 
these dailies (figured on the 5,000- 
line rate) was 68¢; this year the 
rate reached a new high of $1.15. 


s In short, the ANA figures show 
an average circulation decline of 
3.3%, an average rate increase of 
68.8% and a cost-per-1,000 in- 
crease of 75.2%—the steepest rise 
among all circulation groups. 

In terms of. the newspaper pop- 
ulation, the ones showing the 
greatest gains are those in the 
10,000-to-100,000 circulation class- 
es. Thus in 1946 there were 88 


3,800 Companies 
to Participate in 
Auto Wonderland 


Derrorr, Aug. 16—Thousands of 
the nation’s major manufacturers 
are cooperating to present a spec- 
tacular industrial attraction of 
world’s fair type as an exposition 
complementing the National Auto- 
mobile Show to be held in Detroit’s 
new Cobo Hall Oct. 13 to 23. 

The separate exhibition, to be 
staged on another floor and in 
another major area apart from the 
auto show itself, will be called 
“Auto Wonderland.” Altogether, 
some 3,800 companies are partici- 
pating, directly or through their 
associations. 

The associations include Amer- 
ican Iron and Steel Institute, Rub- 
ber Manufacturers Assn., and 
Society of the Plastics Industry. 
Other groups include those of alu- 
minum, zine and die casting ma- 
terials, glass, paints and’ protective 
finishes and automotive compo- 
nents. 

“Auto Wonderland” will take up 
all of the 104,000 sq. ft. of the first- 
floor exhibit hall of the building, 
and in most cases will be visited 
first, before guests proceed to the 
new car and truck show, to be lo- 
cated in the 300,000 sq. ft. of ex- 
hibit area on the floor above. 


# The entire exhibition, institu- 
tional rather than commercial, will 
be integrated to tell the complete 
story of car manufacture and use. 
It will be in five coordinated sec- 
tions, including automobile design, 
engineering, research and testing, 
specialized vehicles; material pro- 
ducers; component manufacturers, 
and highways, traffic safety and 
allied activities. + 


Black Elected Club President 
Robert Black, West Coast Pub- 
lications, has been elected presi- 
dent of the Western Society of 
Business Publications, Los Angeles. 
Other new officers include Jules 
Field, Industrial News, 1st vp; Don 
Martin, Quinn’s, 2nd vp; Nate 
Massion, Western Grower & Ship- 
per, treasurer, and Dorothy Mar- 
tini, Linley Publications, secretary. 


Vimco Macaroni to Stewart 
Vimco Macaroni Products Co., 
Carnegie, Pa., and Fries, Beall & 
Sharp Co., Washington, have ap- 
pointed James A. Stewart Co., 
Carnegie, to handle their advertis- 
ing and public relations. Ketchum, 
MacLeod & Grove, Pittsburgh, for- 
merly handled Vimco’s account. 


with circulations between 25,000 


There were 279 papers in 1946 
with circulations between 10,000 
and 25,000; today there are 389. 


s Sunday newspapers have held 
the cost line much better than 
dailies and—paradoxically—the 
papers in the big cities have the 
best record in this respect. 

Average circulation of Sunday 
newspapers has increased 13.2% 
since 1946; the average rate has 
risen 62.9%, and the cost-per- 
1,000 has increased 44.3%. 

In the 250,000-and-over group, 
there are now 49 newspapers 
delivering an average circulation 
of 562,929, compared with the 36 
which had an average of 464,684 
in 1946. Meanwhile, rates of these 
big Sunday papers have advanced 
by 59.5% since 1946. The result is 
a cost-per-1,000 rise of 31.7%— 
lowest of all the circulation groups. 


= Among the Sunday magazines 
there have been some striking cir- 
culation gains—accompanied by 
even more striking advances in 
advertising rates. 

Parade has gone from a 2,202,- 
750 circulation in 1946 to 9,529,110 
in 1960. This Week Magazine has 
moved from 6,748,353 to 13,186,045. 

In 1946, the onetime b&w page 
rates of Parade and This Week 
were $4,410 and $15,025 respec- 
tively. Today, they are $29,535 and 
$39,300, respectively. In 1946, Par- 
ade charged $5,040 for a color 
page; today it gets $37,630. This 
Week’s color page rate has in- 
creased from $15,795 to $50,150. # 


Elliot Joins Harrington, Righter; 
O’Connell Succeeds at CBS 

Arthur C. Elliot has resigned as 
eastern sales manager of CBS 
Television Spot Sales, New York, 
to become eastern sales manager, a 
new title, of Harrington, Righter & 
Parsons, New York tv station rep- 
resentative. Ted O’Connell, for- 
merly midwestern sales manager of 
CBS-TV Spot, has been named to 
succeed Mr. Elliot. Richard R. Loft- 
us, formerly San Francisco man- 
ager, succeeds Mr. O’Connell, and 
Robert H. Perez moves from New 
York to San Francisco. 

Mr. Elliot left CBS after plans 
to set up a new rep operation to 
handle WTOP-TV, Washington; 
WJXT, Jacksonville; WBTV, 
Charlotte and WBTW, Florence, 
S. C., failed to work out. These are 
the last non-network stations left 
on the list of CBS-TV Spot Sales, 
which has been ordered out of the 
representative business by the 
FCC. 


Pharmaceutical Society Ad 
Warns of Dangers of Aspirin 

In the interest of informing the 
public on the possible dangers of 
misuse of aspirin, the Pharmaceu- 
tical Society of the State of New 
York, New York, is reissuing its 
newspaper ad which stresses the 
fact that aspirin can be a danger- 
ous drug. The ad, a quarter-page 
in size in mat and proof form, is 
entitled, “So You Think Aspirin Is 
Harmless!” It is being sent to 
pharmaceutical associations in the 
state for placement in their local 
papers, in addition to their regular 
monthly advertising campaign. 


Teschner to Campbell-Mithun 
Edward Teschner has joined 
Campbell-Mithun, Minneapolis, as 
an account executive. Mr. Tesch- 
ner was formerly manager of 
|merchandising arts and services of 
|General Mills, Minneapolis. 


dailies with circulations between || 
50,000 and 100,000; today there are 
115. There were 140 dailies in 1946 | 


and 50,000; today, there are 187.|™ 


GOLD OPENER—To announce its new tomato juice se- 
ries of ads starting this fall, Libby, McNeill & Libby, 
Chicago, is sending out the above brochure via 
Western Union messenger to 1,000 of its top cus- 
tomers and salesmen showing the ads and giving the 
schedules. Each brochure is accompanied by a jew- 
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eled gold-plated can opener to dramatize the ads, 
which feature a can opener. The ads will be launched 
in the Sept. 25 This Week Magazine and will run, 
subsequently, in Ladies’ Home Journal, Reader’s Di- 
gest and Sunset Magazine. J. Walter Thompson Co. 


Mass Communicating 
Perils Effectiveness 
of Ads: Culligan 


San Francisco, Aug. 17—‘‘Too 
much mass communicating” can 
result in a loss of effectiveness in 
getting that ad idea and message 
across, Matthew J. Culligan, gen- 
eral corporate executive, McCann- 
Erickson, said here today. 

Mr. Culligan told the San Fran- 
cisco Advertising Club that the 
nation is fast reaching a stage 
where electronic equipment will 
make available: a “deluge of in- 
formation.” 

“This can obscure the fact that 
the most effective communication 
has been, and always will be, be- 
tween one personality and an- 
other. 


= “The ‘personal approach’ has its 
basis in a very simple fact. Com- 
munication between one human 
being and another goes on not only 
between lips and ears, symbols 
and eyes, one brain and another 
brain; but rather, from one per- 
sonality to another,” he asserted. 
Mr. Culligan said that the hu- 
man personality has many voices 
—‘The voices of reason, feeling, 
imagination; of hope, fear, indif- 
ference; of fact, fancy, mood—and 
many others.” 

The “personal approach” takes 
into account that the world of the 
communicator—the sender—is dif- 
ferent from the world of the re- 
ceiver. “The message that is most 
successful is usually a creative 
grouping of dots and dashes of 
speech, words, sounds or pictures 
—in a certain proportion, a certain 
sequence, and a certain timing— 
all determined by insight into the 
audience.” 


= The “personal approach” is also 
called for because advertising dif- 
fers from face-to-face communica- 
tion “in the circumstances of its 
reception,” he said. 

“The advertising message goes 
to a non-captive individual with 
unlimited freedom to accept, re- 
ject, or ignore. It must overcome 
inertia and indifference.” + 


Headen, Horrel Never Handled 
Ingersoll-Kalamazoo Account 
In reporting the acquisition of 
the Ingersoll-Kalamazoo Division 
of Borg-Warner Corp., Kalamazoo, 
account by McLain & Associates, 
Kalamazoo (AA, Aug. 8), ADvER- 
TISING AGE incorrectly said Head- 
en, Horrel & Wentsel, Chicago, 
was the former agency of record. 
Although Headen, Horrel handles 
several Borg-Warner divisions, it 
has never handled the Ingersoll- 


Kalamazoo division. 
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‘59 Per Capita Beer Use Reversed 
1]1-Year Downtrend, Rose to 15.3 Gals. 


(Continued from Page 3) 
was nearly 23.2 gals. This places 
beer among the most popular bev- 
erages, the foundation said.) 


= Sales of beer and ale spurted to 
an alltime high of 87,622,845 bbls. 
(31 gals. each). This marked a 
3.8% increase over the 1958 total 
of 84,424,709 bbls. and topped the 
previous high of 87,172,334 bbls., 
set in 1947. 

Production, which is invariably 
several million barrels more than 
actual sales, to assure ample sup- 
plies of mature beer and ale, also 
topped all previous levels. Output 
in 1959 was 93,127,291 bbls., com- 
pared with 90,120,512 in 1958 and 
the previous high of 92,104,063 in 
1953. 

The “Almanac” indicates that 
the seasonal drop in beer sales in 
the cold months was not so sharp 
as in previous years. The inference 
—which the “Almanac” itself does 
not draw—-seems to be that the 
American beer drinker can stom- 
ach his stein even in the cold. 

The “Almanac,” a factbook for 
the industry, is issued by the 98- 
year-old organization, whose mem- 
bers produce about 85% of the na- 
tion’s beer and ale. The 1960 edi- 
tion, which is the 12th of its kind, 
points out that the industry “causes 
some $5 billion to flow through 
American trade and governmental 
channels annually.” 


= During 1959, for instance, brew- 
ers paid out an estimated $417,- 
000,000 for cans, bottles, crowns 
and containers. The industry uses 
about 9.3 billion cans a year and 
more than 1.8 billion bottles of 
various kinds. 

Package sales led the field, about 
80.2% of sales being in cans or 
bottles. But draught beer sales 
were also up, from 17,256,368 bbls. 
the previous year to 17,313,975 
last year. 

Brewers’ purchases of agricul- 
tural products totaled more than 
$230,000,000. This covered 2.6 bil- 
lion lbs. of malt barley, plus corn 
and corn products, rice, wheat, 
soybean products and hops. 

In all, the industry’s 71,500 em- 
ployes received a direct payroll 
amounting to $443,000,000. 


= New York regained first place 
as beverage malt producer, with 
11,640,913 bbls., displacing the 1958 
leader in the field, Wisconsin, 
which registered 10,737,424 bbls. 
The other major producers, in or- 
der, were Missouri, New Jersey, 
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California and Pennsylvania. 

New York also led the field as a 
beer consuming state. New Yorkers 
used a total of 10,486,451 bbls. of 
malt beverage during the year. 
Second and third were California 
and Pennsylvania. Wisconsin, how- 
ever, whose folks have always held 
that “malt does more than Milton 
can/to justify God’s way to man,” 
kept its first place in per capita 
consumption, with an average of 
24.7 gals. Nevada’again was sec- 
ond, with 22.9 gals. 


= In comparison with the beer 
drinkers of the world, Americans 
rated a poor 10th, with 15.3 gals., 
contrasted with top-ranking Lux- 
embourg, whose populace chalked 
up 33.3 gals. each over the year. 
Belgium was close behind, with 
31.3 gals.. and Australia third, 
with 26.8. 

Saleswise, however, the U.S. was 
’way out front, with total sales of 
87,000,000 bbls. West Germany was 
second, with 44,000,000, and Brit-— 
ain third, with 36,000,000. # 


Sackel-Jackson Expands 

Sackel-Jackson Co., Boston, 
formed from the merger of Sackel 
Co. and Jackson Associates (AA, 
Aug. 1) has made six appointments. 
They are Gerald D. Baker, former- 
ly with Arnold & Co., agcount ex- 
ecutive; Dr. Martin M. Grossack, 
president of Grossack Associates, 
research consultant; Dwight Ellis, 
previously with Reilly, Brown & 
Tapply, traffic manager; Richard 
Goodman, previously with KARI, 
Blaine, Wash., and Dorothy Haz- 
ard, formerly with Silton Bros.- 
Callaway, copywriters, and Robert 
Drinkwater, formerly with Prince 
Italian Foods, assistant account ex- 
ecutive. 


Lippincott Appoints 2 

Phillip J. Luth, acting head of 
the store planning and hotel de- 
sign department of Lippincott & 
Margulies, New York, industrial 
designer, has been named depart- 
ment head. Alvin Schecter, former- 
ly director of decor and graphics 
with Amos Parrish & Co., has 
been named design coordinator of 
Mr. Luth’s department. 


Lynn-Western Adds Two 

Alloy Industries Development 
Co., Los Angeles, and Dynatech 
Plastics, Santa Ana, Cal., have ap- 
pointed Lynn-Western, Los An- 
geles, as their advertising and pub- 
lic relations agency. 


: = 
; eo ee ee Se 
| | l/s _— truly 
| -— ae ff * tomato-rich ! _ 
vy 4 hopes, i 7 : 
; ; Ww // 4 . a ; 
raant as . 
os tomat Go FALL 1960 *, 
a ‘woe 
fF | aa TOMATO JUIC! 
es S| = a 
2 ; nee - 4 ; : 7 
: 7 lee |e wth: é | 
os wat . fo %.. — e ee a a “ 
i | 2 = at | | _- + | aos 
2 | o! ole 2 ae ; ; oe a rs hare - a 
a0 ee gmmmeaeee 7 Bet. cc | 
z : ae 
-% i lt a acne Ge we 
: pe e aera onmmense-auhdenacaet teaereroheaacrerwann ge ) 
a 
met 
a 
ee 
ee 
ee 
seas 
— 
oa 
oan 
ee ae ae | 
; a ye S—SC“C;sSCSCSCs 
peas zs it ; 
: aoa © : 
| , wets a po RENE AEDT Se ai Neh RL ee 
2 es Mikes Cae ee tt tee ter tera heave ty sagem’ Ce Sie at Wirw eee ey (ey a 
: " , PMP E RRR a A Vee sa Dee RN BO Re NE tee eo ; a a te ee ea ca 


AVERAGE PAID 


HELP WANTED 


CIRCULATION FOR 6 MONTHS ENDING DEG. 31, 1959 __ 48,389 


HELP-“WANTED 


WRITER-ORGANIZER 
Large Midwest firm looking for man with 
ability and desire to obtain and organize 
sales information, write and/or super- 
vise agency writers, prepare dealer ad- 
vertising material of all kinds. Back- 
ground in farm or industrial equipment 
helpful but not necessary. Salary com- 
mensurate with ability. Send resume and 
salary requirements. 
Box 3968, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago Su 7-2255 


PROMOTION DEPARTMENT—Important 
creative spot open in major national ma- 
gazine. Experienced, well-rounded man 
with knowledge of marketing, research, 
media and direct mail advertising pro- 
motion required. Write 
Box 4013, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y. 


ADVERTISING SPACE SALESMAN 
Experienced, full time man needed for 
three established national trade publica- 
tions, two monthlies, and one bi-monthly 
for Chicago and Midwest territory. Must 
travel half time during crucial selling 
period August through January and as 
necessary, balance of year. Advance with 
liberal commission arrangement. Age 30- 
40. Real opportunity for energetic and 
aces man. Send complete resume 


Box 4018, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING—EDITORIAL 
Technical Writers Top Sal 


Copywriter, Indus. Agency $10,000 
Marketing Research 0,000 
Pharmaceytical Advtg-Prom $15,000 
International Advtg. Asst $9500 
Medical Copywriter $9500 


Young Writer, Pharm. Mfr 
SHAY EMPLOYMENT AGENCY 
55 E. Washington, Chicago 2, Illinois 


FREE LANCE WRITERS. Based in all 
parts of country. For quality trade paper. 
Resume. 
Box 4014, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
PRIVATE SECRETARY 

Wanted by publishing executive in Chi- 
cago. Background in advertising and pub- 
lishing desired. Shorthand necessary. Need- 
ed on or before September 23. Please send 
past experience and personal history. Re- 


ply. 
Box 4015, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGER 

Requires idea man with specific exper- 
ience in direct selling with national deal- 
er recruiting coupon advertising. Duties 
include agency functions of layout, copy- 
writing and space buying for dealer re- 
cruiting plus other advertising and direct 
mail programs. We work as a team, so 
we want a cooperator and a producer who 
wants to expand with a growing world- 
wide service organization. Salary com- 
mensurate with ability and development. 
Please reply by mail only, sending resume 
including experience, age, present salary 
and salary desired. Qualified applicants 
will be interviewed. Irl B. Marshall, Jr., 
President, Duraclean Co., Deerfield, Ili- 
nois. 


MOLENE PERSONNEL SERVICE 


publicity editors 
adv. managers copywriters 
artists ...... media ...... production ...... sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 


St. Louis 4A agency wants adventurous- 
minded art director who knows the rules 
and is not afraid to break them. Must 
want to work closely with copywriters to 
create distinguished advertising. Stock 
available to the right man. Here is your 
chance to make a reputation. Send re- 
— and salary range now, samples 
ter. 
Box 4016, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARTISTS, STOP COMMUTING— 
START LIVING! 
AAAA agency, midwest, artist NOW; 
fast creative layout man; graphics, etc. 
Diversified nat’l reg’n) accts. Good start 
salary, many benefits, max. security in 
small congenial shop. Pleasant community 
50,000 w/exc. schools, all shopping, 
recreation just minutes away. 
Box 4017, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BARNARD’S 
A Specialized Placement Service 
ADVERTISING PR, EDITORIAL, SALES, 
SECRETARIAL & GEN OFF 
call or write 


Miss Barnard 


Mr. Pollard 
WA 2-2306 220 S. State St., 


Chicago 4 


YOUNG TECHNICAL PUBLICITY 


WRITER for agency in large Mid- 


Western center (not Chicago). Op- 
portunity to work on important 
accounts. Must have actual writing 
experience on editorial staff of a 
pw lication (not a house organ), 

d sufficient technical background 
= handle varied assignments of an 
industrial and technical nature. 
Highly specialized technical back- 
ground not required. Newspa 
perience acceptable if combined 
with industrial knowhow. Good 
salary and fy - potential for the 
right man. Our own people know of 
th eavertiooment. 


Box 343, ADVERTISING AGE 
200 E. Illinois Street, Chicago 11, Ill, 


ADVERTISING MANAGER 
One of the country’s largest national food 
marketers seeks a man with a broad and 
solid background in advertising food 
products marketed and distributed 
through all types of outlets. Must have 
proven record of accomplishment in su- 
pervising a major advertising program, 
large staff, and big agency. Ability to 
deal effectively with subordinates and 
top level corporate officers a must. This 
is a top job for a top man. Send confi- 
ower resume and salary requirements 


Box 4032, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 
FREE LANCE PUBLIC RELATIONS 
Seasoned newspaperman offers taste and 
economy for Chicago clients. 
Box 3895, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MR. MAGAZINE PROM. MANAGER... 
I can produce clear, concise, sales-orient- 
ed copy for you. Promotion and mer- 
chandising top women’s service maga- 
zine. Adv. & eirc. _ prom. lead. trade pub. 
on 8. Davis, MU 2-2446. 
Box 4019, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


WORK HORSE AGENCY CREATIVE 
MAN seeks oppty. with Chicago agency 
or mfr. A decent guy with 14 years exp. 
as Adv. Mgr., Sales Prom., and Copy Chief 
in foods, appliances, communications, edu- 
cation. Knows production. Buyer of art, 
printing, engravings. Radio-TV-Space 
writer. Not seeking the “World”, just the 
fence y= ~ it! 
Box 4020, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE ART DIRECTOR 
Top flight idea man available. Exper- 
ienced in heading large studio. Specialist 
in product development, displays, pack- 
aging, decorative art, premiums and sales 
promotion. Chicago area only. 
Box 4021, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CONSIDERING SOME CHANGES? 
I’m a 28 yr. old Journ. grad. with 5 yrs. 
experience (much of it in the market) in 
most phases of chemical, textile and pa- 
per adv. and marketing. I'd like to sub- 
mit my resume for your consideration. 
Box 4022, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & 


lower case 40 per line, 


Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 2 days preceding publication date. Pacific 


Coast Representative (Classified only) : 


ified Depar Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Perse deadline Los Angeles: Monday noon 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


POSITIONS WANTED 
WILL WORK HEAD OFF FOR FUTURE 
Asst/ae indstrl agency. Versatile, able at 
26. News, features, house: organs, sis pro- 
motion, client contact. Strong PR, pub- 
licity. Wrote few ads, too. Supervisory 
exp. Can think, analyze. Family. 
Box 4027, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
COPY CHIEF seeks job in Europe. Will 
accept smaller pay for oppty to live 
abroad. 


Box 4028, ADVERTISING AGE 
630 Third Ave. New York Zs New York 
PACE SALE 
TOP NOTCH-YOUNG- EXPERIENCED 
Box 4012, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


BUSINESS OPPORTUNITIES 
Two magazines, one national, one inter- 
national, with some loss factors but excel- 
lent growth patterns, need sales business 
manager with up to $25,000 to invest. 
Box 4031, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FRANCHISE FOR SALES PROMOTION 
PLAN 


Available to individual or ad. agency. 
Complete plan for local dairies, bottlers, 
potato chippers, and meat packers. Ex- 
cellent track record r 3 years of 
market testing, ready to go national with 
the right area people. Send complete re- 
sume. 
x 4033, ADVERTISING AGE 

200 E ‘linois St., Chicago 11, Illinois 


CREATIVE LAYOUT—COPY MAN 
Creative director-heavy bg newspaper- 
direct mail-ad mgr. Slick pub. 29-married, 
family-relocate. 

Box 49298, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


MISCELLANEOUS 


ATTENTION ALL WRITERS! Authorship 
means prestige! Your short stories, ar- 
ticles, books, plays, will receive our 
prompt sales handling! Write immediately 
for free literature! Literary Agent Mead, 
915 Broadway, N. Y. C. 10 


SPACE SALES REPRESENTATIVE 
To represent trade association publication 
going to the DTU-P & H industry. Comm. 
basis, tremendous potential. Heme Im- 
provement Trends, 320 Washington Street, 
Brookline 46, Mass. 


REPRESENTATIVES AVAILABLE 
We represent Trade and Directory pub- 
lications. Have Cleveland office. Desire 
additional media. We cover Midwest. 

Box 4030, ADVERTISING AGE 

200 E. [llinois St., Chicago 11, Illinois 


ADVERTISERS WANTING TO SHARE 
SPLIT RUN IN LIFE MAGAZINE 
Series of full page ads starting in Octo- 
ber. Please contact Bill Collins, 856 Rio 

Grande Bidg., Dallas, Texas. 


Progressive five man California Agency 
Now Streamlined te handle 
Eastern interests on West Coast. 
Extremely capable in all phases. Write, 
or phone for particulars. W. E. Donovan 
and Assoc., 139 North Maple, Fresno, 

California. 


SALES PROMOTION SALESMAN 
Chance to join Chicago’s fastest growing 
merchandising agency and offer your 
clients complete sales programs: displays, 
sales promotion and sales training ma- 
terials, presentations, films, etc. Full 
staff of professional writers, artists, pro- 
duction people—and team-selling—to back 
you up. Write me about your back- 
ground, present situation, plans for the 
future. All replies confidential. 

William A. Robinson, Exec. V.P., 

Knipschild-Robinson, Inc., 
520 N. Michigan Bivd., 
Chicago, Lilinois 


POSITIONS WANTED 


One-man copy task force will shoulder 
your overload. 12 yrs. exp. direct mail, 
ads, brochures, publicity. Strong_indus- 
trial. Beb Clendenin, 3069 Deerfield Rd., 
Deertield, Ill. Phone Windsor 5-1833. 

ART DIRECTOR/LAYOUT MAN 
desires position with Agcy. or Co. 8 yrs. 
exp.: collateral, space; trade, consumer. 

Box 4023, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ittinois 
ADVERTISING-P UBLIC RELATIONS 
MAN, well grounded all facets promo- 
tional and informational activities. Heavy 
production and administrative experience. 
Last 7 years with same firm. Proficient in 
planning, budgeting, program coordina- 
tion. Degree. South only. 
Box 4024, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPY—CONTACT—ADMINISTRATIVE 
Well regarded. Creative ad & prom. exp. 
in cosmetics, intangibles etc., and foreign 
ops. Relocate with mfr. or agency. Age 35. 
Box 3939, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TRAFFIC MANAGER capable of estab- 
lishing system and assuming full responsi- 
bility for all agency traffic activities. 15 
yrs. agency exp. with working knowledge 
of every department’s operation. 
Box 4025, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
How Many Talents Can You Use Profit- 
ably? Creative man offers you 8 yrs. of 
Adv.-Sales Prom.- & Direct Mail talents. 
Promotion (products & services) handled 
from sales copy thru production. Write 
Box 4026, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NEW PUBLISHING VENTURE 


Firm or individual wanted with 
$25,000 to $50,000 to invest, part of 
which, may consist of personal serv- 
ices, office facilities, clerical help, 
art department, etc. 

Preprinted rotogravure supplement, 
with guaranteed initial circulation 
of over five million! Potential net 
profit for first year in six figures. 

Box 347, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


priate person. 


CORPORATE PRESIDENT 


Man With Unique Creative Ability Seeks 
Position As Your Consultant 


This man has had 20 years of creative planning in bi 
now heads his own consultant service to advertising. 
marketing. He translates motivation studies into meaningful advertis- 
ing communications. He sees himself being valuable to you in your 
direction of broad advertising plans; in matters a concept, 
image and the integration of message with long-ra 

egy: It may be that he fits into your organization 
to your executive officer in charge of marketing. He looks forward to 
discussing the ibility of joining your organization with the appro- 

Will 1 submit a profile upon request. Please reply to: 


Room 1210, 333 North Michigan Avenue, Chicago 1, Illinois 


agencies. He 
e understands 


eting strat- 
st, as consultant 


ADVERTISING 


programming. 


INDUSTRIAL ADVERTISING 


Positions are open for college gradu- 
ates, under 35, with a minimum of 
five years of basic industrial adver- 
tising experience. They will serve as 
staff men responsible 


chemicals, plastics or metals adver- 
tising programs under the direction 
of a supervisor. They will participate 
in the plannifig and execution of ad- 
vertising objectives, budgeting and 
programming for a variety of prod- 
ucts serving many industfies. 


AGRICULTURAL CHEMICAL 


We require a college graduate, under 
35, with at least five years of experi- 
ence in agricultural advertising, to 
be responsible for advertising and 
promoting agricultural chemical 
products. Under the direction of a 
supervisor, he will participate in the 
planning and execution of advertising 
objectives, including budgeting and 


for specific 


CONSUMER ADVERTISING 


We are seeking a college graduate, 
under 35, with broad experience in 
and familiarity with all levels of 
supermarket trade advertising. His 
functions will include participation 
in the market planning for consumer 
packaged goods which are dis- 
tributed through food outlets, and 
the execution of the advertising and 
promotional 
under the direction of a supervisor. 


ADVERTISING OPPORTUNITIES 
AT DOW CHEMICAL 


A continuing flow of new products and increased marketing activities necessitate 
an expansion of the Advertising Department. As a result, several new, challenging 
opportunities are available with Dow, one of the largest and most diversified 
chemical companies. The positions are open at Dow’s general offices in Midland, 
Michigan, in the heart of Michigan’s “water wonderland.” Salaries will be commen- 
surate with experience and ability. Paid vacations and the best in fringe benefits. 


programs for them, 


BUILDING PRODUCTS 
ADVERTISING 


We are seeking a college graduate, 
under 35, with five or more years of 
advertising experience in building 
products and construction. He will 
serve as a staff man responsible for 
specific product programs under the 
direction of a supervisor. He will 
participate in the planning and exe- 
cution of advertising objectives, in- 
cluding budgeting and programming. 


Write to: W. D. Boone, Advertising Department 
The Dow Chemical Company, Abbott Road Building 
Midland, Michigan 


If you meet the above qualifications, write in confidence, giving complete resume 
and salary requirements. 


MORE CLASSIFIED ADS ON PAGE 
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The Advertising Market Place 


Advertising Age, August 22, 1960 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday z _ days preceding publication date. Pacific 


Coast Repr ive (Classified only): 


fied Depar Inc., 404 1 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Gosling d diine Los A M y noon, 
7 days preceding publication date. Display classified takes card rate of $18. 75 per 
column inch, and card discounts on size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC. 31, 1959 


Opening for research analyst in Marketing Research 
Dept. of a AAAA Detroit based agency handling both 
consumer and industrial accounts. 

Under 35, male, bachelor’s degree in business adminis-_ 
tration or related fields. Salary dependent on experience 
in marketing research. Copy and commercials testing ex- 
perience mandatory. 

Box 339, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


SALES PROMOTION 
MANAGER 


HIGHLY CREATIVE SHIRT-SLEEVE SALES PROMO- 
TION MANAGER . . . MINIMUM 5 YEARS EXPE- 
RIENCE. HE WILL WORK CLOSELY WITH PRODUCT 
MANAGER GROUP IN CREATING OVER-ALL MAR- 
KETING PROGRAMS. HE WiiL BE RESPONSIBLE 
FOR DEVELOPMENT OF REQUIRED SALES PRO- 
MOTION PROGRAM, CREATION OF SALES AIDS, 
POINT-OF-SALE & DIRECT MAIL CAMPAIGNS. 

AGGRESSIVE NATIONAL MARKETER OF PROPRI- 
ETARY AGRICULTURAL PRODUCTS SOLD THROUGH 
RETAIL CHANNELS AND DIRECT TO LARGE USERS. 


FOR IMMEDIATE ATTENTION SEND COMPLETE RESUME INCLUDING 
PRESENT SALARY TO: BOX 336, Advertising Age, 630 Third Ave., 
New York 17, N. Y. 


WE NEED: 


WE ARE: 


TO THE MAN WHO OWNS 
AN AGENCY BILLING $1,000,000 


Investigate the many advantages 
you can gain by merging with a 
well-financed, competently staffed, 
medium-size advertising agency with 
a 12 year success record. Our sea- 
soned organization can relieve you 
of expensive, time-consuming ad- 
ministrative responsibilities. You 
will be free to devote yourself more 
productively to creative work—or 
to handling and acquisition of ac- 
counts, whichever is your forte. Top 
members of our staff will be as- 
signed to work with you in what- 
ever capacities you want assistance. 
Such an arrangement could be very 
profitable. Your business could grow 
along with ours and we would all 
benefit substantially in the years 
to come. To arrange for interview 
appointment, briefly list present ac- 
count lineup and billing and write 
in confidence to Box 346, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
11, Illinois. 


IMMEDIATE OPENING FOR 
SEASONED COPY-CONTACT MAN 


Dynamic medium-sized agency seeks 
man with outstanding we in 
creating successful package poe 
advertising for all media. Should 
also have experience in top-level 
client contact plus skill in merchan- 
dising promotions. Salary open. Our 
staff members know about this ad, 
they wrote it. Please write your 
ualifications 4 detail to Box 345, 
dvertising , 200 E. Illinois St., 
Chicago 11, Il ois. 


WANTE: ED—Sponsor for effort to open 
old LOST MINES—Recover HIDDEN 
TREASURES. Can use 1 year Club Mem- 
bership card as give away or premium 
1 roduct purchase. Holders will share 

eld trip results. Have data proving 
1 exclusive, authentic locations have 
more reward potential than a Sweepstake 
Pe Purther details sent on request. 

to 


plus bonus 
for securing a contract. 
SOUTHWESTERN Alt, Director CLUB 


Howard F. 
10613 5. Edbrooke A Chicago 28, Ill. 


Our 49th Year 
EXEC. ASST.—edit. bkgrd. agency 


exp. helpful $12,000 
ART T DIRECTOR—4A Agency mid- 
west city—good oppt. 10,000 
SALES PROMOTION — elec. q 
30-40, exc. potential 8-10,000 
EDITOR—trade paper newspaper 
exp. ee 
MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 8S. Dearborn St., CHICAGO, Ill. 
Phone: CEntral 6-5353 


DON HARRIS NEEDS: 

- . only two this time that he doesn’t 
have. 
TV-PRINT WRITER, experienced variety 
of accounts, eaten consumer. Relaxed, 
big account shop. ... .....-$19-$21M 
LAST CALL: Widest-range sales promo- 
tion copy-contact man for marketing- 
minded agency. nar account. Can 

come marketing Srevter's right hand, 
ultimately succeed him to $15M 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


CREATIVE GROUP 
NEEDS ART, COPY-CONTACT, 
PUBLICITY PEOPLE 


Creative Group is a 9-month-old 
ground floor you can still get 

in on. Born in a hotel room last 
Fall, it’s moving along nicely 
today. Enough so that we must 

add a couple of venturesome types 
to our 16-man staff right now, two 
or three more by year end. Here 
are the jobs: 


Art Experienced layout man with 
A. D. potential; another all-round 
studio hand. 


Copy-Contact One earnest, mature, 
energetic youngster, with demonstrated 
early copy ability. One a bit further 
along, for acct. work and copy. 


Publicity #2 guy for p.r. dept.; client 
and media contact, writing. 


No one’s getting rich at CG, but it no 
longer seems totally impossible. Firm 
financial footing; smart new offices; 

a great living situation. Lots of work. 
Write, in reasonable detail, to Dick Baker 
v.p.; no phone calls, no samples. 

Just think, you can be here for our 

first birthday. 


CREATIVE GROUP, INC. 


CONWAY HOTEL BUILDING - APPLETON, WIS: 


WANTED: 3 MARKETING EXECUTIVES 


New York Agency; (among top 15), needs three mar- 
keting executives immediately—2 food and 1 drug. 


ESSENTIAL QUALIFICATIONS: 


Food Men: 


1. ‘National or regional sales experience with all classes of 


grocery trade. 


2. Thorough knowledge of all aspects of food merchandising 
including deals, couponing, display, premium development, 
contests, store-wide sales, etc. This includes knowledge of 
the mechanics of these subjects. 

3. Ability to develop marketing and promotion strategies 
based on field and market analysis. 

4. Sufficient imagination to develop distinctive and creative 
promotion plans with the experience to make these plans 


practical. 


Drug Man: 


Same qualifications as food but applied to drug area. 
Must also have substantial Health and Beauty Aids and/or 
proprietary drug experience in food stores, as well as 


drug stores. 


AGE. 30-40 years, for both food and drug men. 
SALARY: Middle five figures, depending upon experience. 
In replying include a complete resume of experience and 
as many facts as possible which will demonstrate your 
capacity to fill one of these positions. Box 342, Advertis- 
ing Age, 630 Third Ave., New York 17, New York. 


ADVERTISING MANAGER 
WANTED 


Excellent opportunity for ex- 
perienced advertising man with 
creative ability. Considerable 
industry contact work required. 
Prefer former agency man with 
food background. National head- 
quarters located in Florida. Sal- 
ary five figures. Send complete 
resume with photograph and 
salary requirements. All replies 
will be handled in strict con- 
fidence. 


Box 337 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


OPENING 
National Ad Manager 


for 
Zenith Sales Corporation 


If you have the background outlined below do not miss in- 
vestigating this opportunity for a key role as national ad man- 
ager for advertising and promotion of world-famous radio, 
television and high fidelity products of Zenith Radio Corporation. 


Requirements 


* Your advertising experience and background should be domi- 
nant in durables rather than in services and consumables. 

® Creative ability and your ability to direct writers to bring out 
Product values is of vital importance. 

® Actual advertising agency experience desirable or thorough 
knowledge of agency operations as a client necessary. 

* Management ability to supervise fully staffed department 
covering all phases of appliance advertising including coop, 


collateral, budgets. 


You will work with top management. Locate in Chicago. 
Salary and bonus in compensation program. 
If you are the man please write giving background and ex- 


perience. 


Erik Isgrig 


V. P.. Director of 
« Chicago 39, Illinois 


Zenith Sales Corporation 


* 


Administrative 
Assistant 


An Ohio Valley corporation 
specializing in professional en- 
gineering services to the chem- 
ical process industries needs an 
energetic young degree man 
with a background in advertis- 
ing or public relations to join 
its management team. He will 
report to the vice-president and 
general manager and work 
closely with an outstanding 
agency in planning and imple- 
menting all phases of com- 
pany’s advertising, public 
relations and sales promotion 
activity, including publication 
of prestige external quarterly 
for which he will do some writ- 
ing. He must be able to work 
effectively with technical peo- 
ple and translate their work 
into popular idiom. In addi- 
tion, he will have other im- 
portant responsibilities, chief 
among them being personnel 
administration. Beginning sal- 
ary open. This could lead to a 
top staff position with substan- 
tial income, so candidates will 
be screened for their potential 
for a broad area of responsibil- 
ities, including assistance in 
contract administration, client 
contact, and similar future du- 
ties. Knowledge of chemistry 
and accounting helpful but not 
required. 


Send complete resume with 
salary requirements to. Vice- 
President, Box 338, Advertising 
Age, 200-E. Illinois Street, Chi- 
cago 11, Illinois. 


ss oe a Cra AS Taken. bey . : = : n it : A BP 
rn fe eens Te i S i ie i ee a ain ‘edie: = a reads ‘ v es 
2 a . He bay ee i hae ts : 2 : Vee es og : es Sere or tg a BS Ee hie a : i ; : 
Bs NSA Lito i eae ie ae i fay ce aaa ‘ : WS Maes Theres ee: er a aa ; | . 4 
rs iat aa Eas eee 3 es § : z - Peake ag = 2 e a = ae, oa) g ¢ a 
i ape Ne SA ita 3 7 eae q : ot ree eek e de Be rs. = cnt i fo? eh Oh date > t a 
Sn a eee <u oe ora R a aS ‘ x . 
Br 
ee 
rie 
-- —s a 7 eae prio 
. : _ - 4 8 3 8 9 
, a - 3 
. i F 
‘ 
2 Po 
Coes 
Pin 
ou 
fe 
|__| 
aioe 
eo a 
Sas: 
silneate 
ise 
cate 
(eae 
eae 
GES oe 
te Ay 
a 
\ 
es ° 
ge ee 
spel 2 
Hae 
aa 
eee Ak 
a 
— 
a 
. 
a a 
Bid iB 
RO 3 
inlay ae 
et gel 
Peres 
ekg 
ay lites 
a ee 
ears ‘ 
ey Fe Pp 
= 
ae 
‘ 
fh 
a! 
"3 Se ee a 
i 
: ae Sete 
2 sani Fries ln naa aie! OO cect eh aire a ee a es as AERPs TE Sn a Ieee Ce ag MEME ie Gane Mi eB eee Paige tet ap) 
' : ; A : py RR ne i OLS Rae Raa oe are Ra Fe ee eee ae eae ee See eee aia Ne cae te aoa ie 


wer ll aE lhlU hCG 


Advertising Age, August 22, 1960 


MARKETING MAN AVAILABLE 
Agency or Client 
Substantial agency experience in merch. 
research and analysis, incentive merch., 
trade and consumer promotions. Capable 
writer, and background in print produc- 
tion. M.A., age 33, salary; open, will relo- 
cate. Box 341, Advertising Age, 200 East 
Illinois St., Chicago 11, Illinois. 


ADV’G-MKTG-SALES-PROMOTION 


28, married seeks future agency or com- 
pany. 3/4, years experience agency & 
client side, hard goods, industrial & 
consumer. Currently with major appl. 
mfg., but forced to move. Adept at 
copy, layout, production. Will relocate. 
Box 344. ADVERTISING AGE. 200 E. 
Minois $t., Chicago 11, Illinois. 


MR. AD EXECUTIVE 
Looking for ad men? Call 
FRED JOHNSON 
Advertising Employment Consultant 


DOROTHY DOCKSTADER CONSULTANTS 
64 E. Lake, Chicago RA 6-6167 


THE NUMBERS GAME 
If numbers mean anything, the edi- 
torial people at Gebbie Press have 
set a world record. For the last 10 
years they have read 4,000 house 
organs every month. That’s 480,000 
magazines in all and it pays off 
pases 9 poate ask us what makes a 

ie A eee Gebbie Press, 
fst W. 48, 


PROMOTION 
DIRECTOR 


for prominent, well established na- 
tional associaton in sports and rec- 
reation field. Work on promotion 
plans, projects, literature, varied 
oon ments. Should have sound 
egy» in promotion or public 
= ons. Association experience not 
Powe pend but energy, ideas, and 
—~y Po gy ve f are musts. Excel- 
ent future for younger man but 
age is no barrier. Light travel. New 
peaiauartess in Northwest suburb. 
Mail detailed resume, salary re- 
quirements, and photo to: 


Miss Jean Burkhart 
111 South Washington 
Park Ridge, Illinois 


DO YOUR IDEAS 

NEED EXPRESSION? 
The man we're looking for likes to 
dream and project ideas while golf- 
ing, fishing and relaxing with his 
family in this land of 10,000 lakes. 
We need a man who can create and 
solve tough and interesting design 
problems with ideas .. . his ideas. 
Display or industrial designers write 
to us at length. If we like what we 
read we will arrange to talk with 
you in person. 


Displaymasters, Inc. 
127 North Washington Ave. 
Minneapolis, Minnesota 


MARKETING-ADVERTISING 
MANAGER 


Young man, 25-35, with major in 
marketing ter electrical-electronic 
equipment division of top-drawer 
corporation. Should be familiar with 
both O.E.M. and replacement mar- 
kets, and should have related ex- 
on ergs in merchandising, adver- 
ising, and market forecasting. Sales 
experience helpful. His basic job 
would be to work with Sales Mana- 
ger in analyzing sales, developing 
markets, forecas' es, and to act 
as liaison with advertising agency 
on copy, srouren, budget. sual 
benefits; insurance, vacation, retire- 
ment plan. Salary $5000 to $6000 to 
start. resumes to Box 340, Ad- 
vertising Age, 200 E. Illinois Street, 
Chicago 11, Mlinois. 


MEDIA BUYER 


National advertising agency with 
headquarters located in Philadel- 
phia has opening in Philadelphia 
office. Experience in time and 
space buying required. Must have 
ability to analyze and evaluate 
media. Send resume giving back- 


ground and salary requirement. © 


Our staff knows of this ad. All 
replies confidential. 


Box 348, ADVERTISING AGE 
630 Third Avenue, New York 17, 
New York 
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ATLANTIC§ meeps yor 


index of 65%. 
beer third, with 61%. 
order: Hostess Sno-Balls (56% 


DOUBLEMINT 


STARCH TOPPERS—The Atlantic gas outdoor poster had the top Starch 
rating for the four weeks ending July 6 with a copy performance 


Wrigley’s gum was second, with 63%, and Schaefer 
The remaining seven of the top ten were, in 
); Coca-Cola (49%); 
(48%); Wonder bread (48%); Budweiser beer (44%); Falstaff beer 
(44%); and Royal Crown Cola (43%). 


Double good 
GUM 


Pepsi-Cola 


Canned Salmon, Sunkist to 
Launch Joint Push in Fall 
Canned Salmon Institute, Seat- 
tle, and Sunkist Growers, Los An- 
geles, in a tie-in promotion, will 
run a color page ad in the October 
issues of Ebony, Family Circle and 
Woman’s Day, to promote a canned 
salmon-lemon loaf. 

The ad will contain a coupon 
offering a 25¢ reduction for sub- 
mission of the Sunkist imprint 
from six lemons and the label from 
a l-lb., or two half-pound cans of 
any brand of salmon. In addition, 
strong trade advertising will ap- 
pear in Chain Store Age, Food 
Topics and Progressive Grocer. 
Cole & Weber, Seattle, representing 
the Canned Salmon Institute, and 
Foote, Cone & Belding, Los An- 


The Midwest's 
bed, di I ‘. 


service for ‘Adv. * Art & 
allied fields. 

By appointment only 
67 E. MADISON «- SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


NEW YORK’S PRETTIEST! 
Models and Showgirls, ready at a 
moment’s notice for any ~ + 
Illustrative, x Baye 4 - ic  ealgne 
ment. umes in 
New ‘ ‘SHOWGIRL, ” magazine. Trial 
Subscription $1.00. Sample 35¢ 

A. RICARDO, PUBLISHER 
1170 BROADWAY NEW YORK 1, N. Y. 


EXPORT IMPORT 


New York 36, New York 


geles, representing Sunkist, are co- 
operating in handling the promo- 
tion. 


Carter Charges Premier's 

Appitol Infringes on Appetrol 
A trademark infringement suit 
was filed in Buffalo federal court 


tween two products, one which 
controls appetite and the other 
which stimulates it. 
Carter Products, a Maryland 
concern, charged Premier Pharma- 
ceutical Corp., Buffalo, is infring- 
ing on its trademark of Appetrol, 
which is a product to control appe- 
tite. It said Premier’s use of the 
word, Appitol, on a _ product to 
stimulate appetite, not only in- 
fringes its trademark but causes 
confusion among users. It asked for 
an injunction, an award of profits 
and damages. 


Wilson Named Creative Head 

Jordon, Sieber & Corbett, Chi- 
cago, has appointed William Yale 
Wilson creative director. Mr. Wil- 
son joined the agency in 1958 as 


involving alleged confusion be-|, 


83 
Nielsen Network TV 
Two Weeks Ending July 24, 1960 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 D atic Co tion (Several sponsors, NBC) ...........ccsseesee 16,769 
ee. atic Convention (Westinghouse, CBS) ane 
3 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ....4.......scssseseeee 14,238 
4 All Star Baseball Game I! (Gillette, NBC) 12,114 
5 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................. 11,436 
6 All Star Baseball Game | (Gillette. NBC) 11,255 
7 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 11,164 
8 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 10,034 
9° I’ve Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) ................ 9,944 
10 The Untouchables (Several sponsors, ABC) 9,944 
wnt TULL 
PER CENT OF TV HOMES REACHEDT 
Homes 
Rank Program (%) 
2 atic Convention (Several sponsors, NBC) 37.1 
2 Democratic Convention (Westingh EY eceatics 32.0 
3. Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 31.5 
4 All Star Baseball Game Ii (Gillette, NBC) 26.8 
5 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................. 25.3 
6 All Star Baseball Game | (Gillette, NBC) 24.9 
7 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 24.7 
8 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 22.2 
9 I’ve Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) .............. 22.0 
10 The Untouchables Roveret sponsors, ABC) 22.0 
Nielsen Average ‘Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ............ccssesseesee 13,018 
2 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................... 10,441 
3° What's My Line (Kellogg, Sunb , CBS) 9,130 
4 I've Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) ................ 8,904 
5 Danny Thomas Show (General Foods, CBS) ...........0:0+ 8,362 
6 Best of Groucho (J. B. Williams, Lever Bros., NBC) ... 8,136 
7 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC)... 7,910 
8 Tennessee Ernie Ford Show (Ford, NBC) 7,865 
9 Ann Sothern Show (General Foods, CBS) 7,865 
10 The Rifleman (Miles Laboratories, Procter & Gamble, ABC) ..... 7,729 
PER CENT OF TV HOMES REACHED+ 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ...........cssesee 28.8 
2 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................. 23.1 
3 What's My Line (Kellogg, Sunb , CBS) 20.2 
4 I've Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) ................ 19.7 
5 Danny Thomas Show (General Foods, CBS) 18.5 
6 Best of Groucho (J. B. Williams, Lever Bros., NBC) .............0000 18.0 
7 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 175 
8 Tennesse Ernie Ford Show (Ford, NBC) 17.4 
9 Ann Sothern Show (General Foods, CBS) 17.4 
10 The Rifleman (Miles Laboratories, Procter & Gamble, ABC) ........ 17.1 


program. 


* Homes reached by all or any part of the program, except for homes viewing only 
one to five minutes. 
**Homes reached during the average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities used by each 


Piqua Machine to Burnap 
Piqua Machine & Mfg. Corp., 


Piqua, O., manufacturer of ENPO 
submersible pumps, has appointed 
David K. Burnap Advertising, 
Dayton, to handle its advertising 
and sales promotion. Hutzler & As- 
sociates, Dayton, is the previous 
agency. 


Paramount Textile to Gray 
Paramount Textile Machinery 

Co., Chicago and Kankakee, has 

appointed Russell T. Gray Inc., 


art director and design consultant. 


| Chicago, to handle its advertising. 


Xe 


eon «= Stand fish 


water taal ticket — 
wi r ic! 
BS PLAZA 1-0500. 


545 Madison Ave., N.Y. C. 


wR 


sland pines 


COOPERATIVE APARTMENTS 


on the ocean at Fire Isiand 
Pines, via Sayville, 
Island. phe your bat ng 
ng pole — 


to any one of the 


surveys, handle mail and telephone 
Answer-America. 


paper, radio and T.V. advertising. For complete information, write 


ANSWER-AMERICA 


Will Make Your Client's Advertising More Effective 


Answer-America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada 
can offer your clients varied services 24 hours every ye 
ean maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
Answer-American affiliates and will be sent to the 
general office for reply or forwarded on to established regional 
offices. Answer-America can also do special services, make telephone 


and Mexico, 
... they 


orders to tie in with local news- 


Executive Office 


ANSWER-AMERICA, INC., 55 East Washington Street, Chicago, il. 


RAndolph 6-2339 
AFFILIATE ANSWER CANADA 
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Bell Sound Names Mullay 

Bell Sound division, Thompson 
Ramo Wooldridge, Columbus, O., 
manufacturer of stereo compo- 
nents, consoles and public address 
systems, has appointed Maurice 
Mullay Inc., Columbus, to handle 
its advertising and sales promo- 
tion. Kircher, Helton & Collett, 
Dayton, is the previous agency of 
record. 


Chicago's Elite Hotel 
overlooking Lake Michigan 
on the Gold Coost 


Only five minutes 
downtown .. 


from 
famous See 


and exclusive 


ory shops. 
xurious air- 
conditioned rooms, 
suites and 
apartments by the 
day, month or year. 
Donald O. Cronin Manager 


181 E. Lake Shore Drive #4 


Business Paper Ad 
Volume Rose 0.9% 
in July, ‘IM’ Says 


Cuicaco, Aug. 16—Business pa- 
per ad volume for July inched 
back into the plus percentages, 
with the 350 publications reporting 
to Industrial Marketing showing a 
July 0.9% increase over the same 
month last year. Year-to-date to- 
tals were 2.5% over the first seven 
months of 1959. 

Top ranking industry division 
for July was the export-import 
group, in which 22 publications 
posted a 7% gain over’ the same 
month last year. A close second 
was the manufacturing division, 
with 126 publications collectively 
reporting a 6.4% increase for the 
month. A 2.6% gain over July, 
1959, secured third place for 24 
publications in the institutional 
division. 

Publications in the institutional 
division also moved from second 


The Reynolds Metals 
Company asked if we could 
design a compact, low cost 
Slide-Chart that would 
explain simply and 
accurately how to roast 
meat or poultry in Reynolds 
Wrap. Ordinary cookbooks 
require complex calculations. 
Within days we came up 
with a 2” x 5%” Slide-Chart 
that gives the answer with 
one move of the slide! Over 
six million have been ordered 
and are being distributed 

to dealers. And we produced 
the six million in seven 
weeks for $60,000.00 less 
than the client anticipated! 
Why not drop us a line and 
find out how Perrygraf can 
put your product’s facts 

at the fingertips? 


Perrygraf Slide-Charts are precision made in facilities geared 
to turning out hundreds—or millions. In any size order, delivery 


and prices will amaze you. 


Here’s how you can get this modern inexpensive sales tool for 
your company. Give us a word picture of the. job your Slide-Chart 
is to perform. Give us necessary data sheets or catalog pages if 
that’s convenient. Tell us who will use the Slide-Chart and what 
quantities you will need. No obligation, of course. We'll tell 

you how your Slide-Chart can be made, what it will cost and 

we'll show you comparable jobs we’ve done. 


FREE — 36 page, full color booklet showing how Perrygraf Slide-Charts 
can work for you. 122 case histories. Write for free copy. 


PERRYGRAF CORPORATION 


1500-F Madison Street, Maywood, Illinois 


150-F South Barrington A 


e, Los Ang 49, Calif. 
Sales Offices in Principal Cities 


Meaton 


Advertising Age, August 22, 1960 


Ad Volume in Business Papers, July and Year to Date 


July/Volume 0.9% (in pages) over 1959 


Year to date/Volume 2.5% (in pages) over 1959 


Page Percent Page Percent 
Industry Division 1960 1959 Change Change Industry Division 1960 1959 Change Change 
Manufacturing 13,009 12,228 + 761 + 64 Manufacturing 101,216 95,987 +5,229 + 54 
Transportation 2,951 2998 — 17 — 06 Transportation 24,679 23506 +1173 + 50 
Mining 776 ae ee | Mining 5,189 5228 — 39 — 07 
Petroleum & Gas 1,913 7 a ne i ee Be) Petroleum & Gas 13034 14439 —1405 — 97 
Construction 6,573 7114 — Sl — 76 Construction $1,913 51815 + 9 + O02 
Food 1,327 1307 + 2 + 15 Food 10,647 10634 + 213 + 20 
Services & distribution 3,571 3519 + S2 + 15 Services & distribution 26,806 26569 + 237 + 09 
Institutional 2,468 2406 + 62 + 26 Institutional 21,115 20017 +1098 + 55 
Government 463 561 — — 175 Government 3,542 3,499 + 43 + 12 
Export-import 1,167 1091 + 706 + 720 Export-import 8,097 8150 — 53 — O07 
Farm equip. distrbn. 160 19 —- 19 — 106 Farm equip. distrbn. 1,598 1633 — 6 — 39 
Total 94,378 34.058 + 320 + 03 Total 268,036 261.507 +6,529 + 25 
couiaier scan PE predic _ lications, and was a former officer; ton Co., in Philadelphia. He then 


first seven months of 1959. The 
manufacturing division was in 
second place—up from third last 
month—with an over-all seven- 
month increase of 5.4%. The 33 
transportation publications ranked 
third in July, with a year-to-date 
5% gain over the 1959 period. 


s Among industry sub-groups, the 
|ten automotive equipment and 
| services publications won top spot 
|with a 11.1% year-to-date in- 
|crease over 1959. Second ranking 
|was the electronics and allied in- 
dustries group, which posted a 
9.5% gain over the same period 
last year. The 18 manufacturing 
publications took third place hon- 
ors, with a 9.3% increase. # 


Kingsley Rice, 61, 
Technical Publishing 
President, Is Dead 


WINNETKA, ILL., Aug. 16—Kings- 
ley L. Rice, 61, president and pub- 
lisher of Technical Publishing Co., 
Barrington, Ill., died today. 

The company publishes Plant 
Engineering and Power Engineer- 
ing. Mr. Rice also was board chair- 
man of Rice-Youmans Publishing 
Co., Barrington, publisher of Petro- 
leum Equipment. : 

Mr. Rice was born in Barre, 
Mass., and was raised in Wilmette, 
Ill. He received a B.S. degree in 
economics from Northwestern Uni- 
versity in 1920, after service with 
the Army Medical Corps in France 
during World War I. 

He joined Technical Publishing 
Co. in 1922 as assistant circulation 
manager. He later became assistant 


1938. 


served on the editorial advisory 


and technical publications. 


treasurer and then vp, and was 
named president and publisher in 


During World War II Mr. Rice 


board of the Office of Censorship, 
working on censorship of business 


= Mr. Rice was on the board of di- 
rectors of National Business Pub- 


of Associated Business Publica- 
tions, Chicago Business Publica- 
tions Assn. and Audit Bureau of 
Circulations. Survivors include a 
brother, Arthur, exec vp of Tech- 
nical Publishing and president of 
Rice-Youmans, and a son, Kingsley 
L. (Jim) Rice Jr., account execu- 
tive at Leo Burnett Co., Chicago. 


GEORGE A. HAMMER 


Detroit, Aug. 16—George A. 
Hammer, veteran Detroit advertis- 
ing man, died Aug. 13 at Henry 
Ford Hospital. He was 76 years old 
and had been inactive for the last 
10 years, most of the time a victim 
of illness. 

Mr. Hammer had been a sales 
director for Walker & Co., Detroit 
outdoor plant operator, in his early 
years, and at one time was a vp 
of Theodore F. MacManus Inc., 
which later became MacManus, 
John & Adams. He also represent- 
ed The Saturday Evening Post in 
Detroit for a number of years. His 
latest position, prior to his illness, 
was district manager for the 
American Newspaper Advertising 
Network. 

He was a graduate of Columbia 
University, a member of the Ad- 
craft Club of Detroit and of the 
Detroit Athletic Club. 


JAMES S. LITTLE 

GuLen Rivce, N. J., Aug. 16— 
James S. Little Sr., 52, exec vp of 
Black, Little & Co., Newark agency 
founded in 1958, died here last Sat- 
urday of carbon monoxide poison- 
ing from the fumes of his car’s 
exhaust. 

Mr. Little was graduated from 
Lehigh University in 1931 and 
went to work for the Associated 
Press, first in New York and then 
in Newark. 

He entered the agency business 
in 1936 when he joined the old 
Charles Dallas Reach shop. In 
World War II he served in the 
Pacific as a Navy lieutenant com- 
mander—he was a press relations | 
officer—and he rejoined the Reach | 
agency after the war. 

In 1952 he moved to Al Paul Lef- | 


was an account executive with the 
old Cecil & Presbrey agency and 
with Cunningham & Walsh, in New 
York. 

He joined Harold H. Black, an- 
other alumnus of the Reach agen- 
cy, in forming the Newark agency. 


FRANK B. NICHOLS 

BaTH, Me., Aug. 16—Frank B. 
Nichols, 92, publisher of the Bath 
Daily Times, died at his home Aug. 
12 after an illness of three weeks. 

Mr. Nichols, a charter member 
of the Associated Press in 1897, 
and dean of Maine newspaper men, 
spent nearly 70 years in journal- 
ism—most of them as owner and 
publisher of the local newspaper. 
Even after his 92nd birthday, Mr. 
Nichols rarely missed a day from 
the office. 

In addition to the Times, he 
owned two weeklies—the Bath In- 
dependent and the Record, Bruns- 
wick, Me. 


DONALD WITTER 

West Covina, CAL., Aug. 16— 
Donald Witter, 41, general man- 
ager of the Los Angeles area office 
of Army Times Publishing Co., 
died Aug. 5 at his home here. He 
had been with Army Times for 
six years. Prior to that he was 
associated with Crow Publications, 
Los Angeles, Watt Publishers, 
Mount Morris, Ill., and Meredith 
Publishing Co., Des Moines. 


_ 200 CARTOONS 


$12.50 


Magazine cartoonist Glen Bernhardt 
brings you the best of his cartoons 
— printed on Kromekote — for less 
than 7c ea. Use them in offset print- 
ing, newspaper ads, stencil duplica- 
tors, etc.! 


Order Now! Get 10 Cartoons 


FREE! 1¢ not satisfied, return serv- 
ice without obligation and keep 10 
bonus cartoons! 


BERNHARDT 


733 A St., Hayward, Calif. 
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Advertising Age, August 22, 1960 
Magnavox Sets 
Fall Drive; Hails 


Big-Screen Sets 


New York, Aug. 16—With a 
fanfare in hi fi, Magnavox Co., 
Fort Wayne, Ind., today hit the 
high notes in opening its national 
advertising campaign for the fall. 

The campaign will promote the 
company’s latest additions to its 
line of high fidelity, television and 
stereophonic hi fi equipment. 

The echoes of the send-off prob- 
ably will reach far beyond the 
Park Lane Hotel here, where 
Frank Freimann, president, put 
the products through their paces. 

For one thing, the fanfare her- 
alded the start of the fall ad cam- 
paign in which $950,000 is be- 
ing invested “in the regular way,” 
plus an additional $3,000,000-$5,- 
000,000 in cooperative advertising. 

For another, the campaign marks 
the company’s most intense dem- 
onstration of its faith in the mar- 
keting concepts—big screen tv and 
price integrity—it has maintained 
in the face of an almost industry- 
wide tendency “to run like hell in 
the other direction,” as a Magna- 
vox official said. 

Dawson Newton, director of 
public relations, told ADVERTISING 
AGE: “People are returning to the 
big screen ty that they almost 
wanted to abandon a few years 
back. And this return to big screen 
tv is a return to a marketing con- 
cept that absolutely pays off.” 


a The co-op advertising will be 
apportioned according to the po- 
tential of the various marketing 
areas. Newspaper ads will be the 
“prime movers” in the company’s 
drive, taking about 65% of the 
investment. Radio and tv also will 
be used. 

The projected magazine cam- 
paign for the fall, subject to 
change, breaks down as follows: 

The Saturday Evening Post will 
carry half pages and b&w spreads 
—“‘a few insertions.” Life and 
Look will carry six ads each, hor- 
izontal half-page units and hori- 
zontal b&w spreads. The New 
Yorker—“saturation.” 

House Beautiful and House & 
Garden, b&w pages in three issues 
—October, November and Decem- 
ber. Sunset Magazine and Town 
& Country, three issues. 

Time, Newsweek, U. S. News & 
World Report, page and one-third- 
page b&w units. 


a The fall advertising is being 
placed through McCann-Erickson. 
The account was formerly with the 
McCann-Erickson subsidiary, Mar- 
schalk & Pratt (now Marschalk- 
McCann), but the “formal switch” 
was made around the end of 1959. 
George Park is management su- 
pervisor. # 


‘True’ to Boost Rates, Base 

True, effective with its Febru- 
ary, 1961, issue, will increase its 
circulation guarantee from 2,300,- 
000 to 2,400,000 and will boost its 
b&w page rate from $9,200 to 
$9,600. At the same time, True 
will reduce bleed charges for 
covers, pages and two-third pages 
from 15% to 10%, bleed charges 
for spreads will be reduced from 
15% to 5%. 


Fairchild, Brady Move 

John B. Fairchild, European di- 
rector of Fairchild Publications 
Inc., is returning to New York Oct. 
1, to become publisher of Women’s 
Wear Daily and Daily News Rec- 
ord. He will be succeeded by 
James W. Brady, chief of the Fair- 
child London bureau since Jan- 
uary, 1959. Richard J. Wightman, 
presently on the London staff, will 
succeed Mr. Brady. 
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MULE TEAM GLAMOR—U.S. Borax & Chemical Corp. is using Shocking 

promotion displays like this to promote its offer of Schiaparelli per- 
fume to grocery shoppers. 


Schiaparelli Yokes Up with 20 Mule Team in 
Premium Push for Borax, New Perfume Pack 


Los ANGELEs, Aug. 16—Starting 
Sept. 6, food shoppers will be hear- 
ing and seeing an unusual two-ad- 
vertiser premium offer. 

The combination will be 20 Mule 
Team Borax, which is offering one- 
eighth oz. of Shocking de Schiapa- 
relli, a $20 per oz. French perfume, 
in a new aerosol package, for $2 
plus a boxtop. Retail price of the 
perfume is $5. 

Running through Nov. 16, the 
premium will be promoted in 3,480 
tv spots concentrated in 130 mar- 
kets over a six-week period, plus 
spots for eight weeks on “Death 
Valley Days,” which is sponsored 
in 75 markets by the 20 Mule Team 
products department of U.S. Borax 
& Chemical Corp. 

Point of sale material includes 
“shocking pink” soft sheets for case 
displays, and shelf talkers. Drop-in 
ad mats featuring the offer are 
available to grocers. Departing 
from its standard black-red-white 
cartons, 20 Mule Team will feature 
the premium offer on the front and 
back of its packages, using a 
“shocking pink” color. 


s Additional promotion and pub- 
licity support will be sought from 
the stations on which “Death Val- 
ley Days” is sponsored. Since the 
program is placed like a syndicated 
show, 20 Mule Team usually gets 
good station promotion support. 
For this campaign, station promo- 
tion managers have been sent a kit 
containing a tv promotion slide and 
copy; the in-store soft sheet; photos 
of in-store displays; a suggested 
letter to the trade; a flat of the 
premium-promoting 20 Mule Team 
Borax package; question and an- 
swer copy for use on live shows; 
the perfume premium for demon- 
strations on live shows, and as- 
sorted publicity art and copy. 

This will be the first time Schi- 
aparelli has been offered as a gro- 
cery store premium and, it is be- 
lieved, probably the first time a 
“high-fashion” item has been in- 
troduced on the market in this 
manner. 


s Working out the tie-up required 
some six months. The initial con- 
tact was in Paris, where Schiapa- 


relli was sold the idea. It then re- 
quired the approval of Mary Chess 
Co., New York, which has USS. 
rights and manufactures Schiapa- 
relli perfumes here from concen- 
trates furnished by the French 
company. 


ws There was some concern about 
reaction of the exclusive-selling 
stores which carry Schiaparelli as 
a prestige line. These stores were 
not disposed to look favorably upon 
making such a prestige line a mass 
item premium in grocery stores. 

Such objections were overcome 
as follows: First, the premium will 
constitute the introduction of Schi- 
aparelli’s new metered aerosol 
spray in the U.S. Other major per- 
fumes are sold in spray atomizers, 
and this type of container now ac- 
counts for a major share of per- 
fume sales, but Schiaparelli has 
not had this type of dispenser on 
the market: Second, Mary Chess 
detail men helped to get trade ap- 
proval by pointing out the heavy 
tv advertising and in-store promo- 
tion given the new product. This 
is far greater than any perfume 
manufacturer could give it, the 
stores were told. 


s A further clincher will be the 
enclosing of a “bonus dollar” cou- 
pon with the package in which the 
premium is mailed to consumers. 
The coupon is good for $1 toward 
the purchase of any one of three 
Schiaparelli products in stores: 
Creme Pour Massage, perfume 
spray refill and Snuff de Schiapa- 
relli, an after-shave lotion. 

It is expected the “bonus dollar” 
coupon will serve to increase store 
traffic and sales, and to introduce 
Schiaparelli to many new custom- 
ers. 


s Premiums are not new for 20 
Mule Team. Back in the ’30s, pre- 
mium offers ranged from story 
books to seeds. More recently, a 
plastic hobby kit, which can be as- 
sembled into a model of the orig- 
inal 20 Mule Team, has been of- 
fered as a premium “off and on” 
since 1956. Some 500,000 of these 
kits have been distributed. + 


Boston, Miami 
Licensees Fight 
FCC Decision 


WasHINGTON, Aug. 17—Tele- 
vision operators in Boston and 
Miami took steps this week to dis- 
suade the Federal Communica- 
tions Commission from taking away 
their licenses. 

In a July 14 decision, FCC 
ordered WPST-TV, Miami Chan- 
nel 10, owned by National Airlines, 
off the air by Sept. 15. The com- 
mission also set aside its grant to 
WHDH Inc., which runs Boston 
Channel 5, but did not bar WHDH 
from consideration when the chan- 
nel is re-assigned. 

FCC found both companies guilty 
of ex parte advances to members 
of the commission. WHDH was 
granted special temporary author- 
ity to continue operation until the 
commission listens to oral argu- 
ments of applicants for Channel 5. 
Miami Channel 10 was awarded on 
a four-month basis to L. B. Wilson 
Inc., the only one of four competing 
applicants FCC did not find guilty 
of of-the-record approaches. 

The short-term grant was issued 
to give other applicants a chance 
to bid for Channel 10 when its 
license comes up for renewal. A 
broadcast license usually lasts three 
years. 


= WHDH this week petitioned 
FCC to cancel its July 14 order. In 
a separate motion to stay the case, 
the station called for a continuance 
of the status quo until further 
court order. 

Two of the four applications for 
Miami Channel 10 also sought re- 
lief from the commission’s order, 
but on different fronts. National, 
which operates the Miami channel 
under the name of Public Service 
Television Inc., appealed to the 
federal court of the District of 
Columbia, and North Dade Video 
Inc. petitioned FCC for a rehear- 
ing and reconsideration of the 
Channel 10 award. Other appli- 
cants in both cases have indicated 
that they won’t argue with the 
commission’s July 14 decision. 


s In its appeal to the district 
court, National argued that FCC 
has no jurisdiction to take away 
its license before the court gets a 
look at the case. 

After FCC awarded the Miami 
channel to National in February, 
1957, the losing applicants appealed 
to the courts. The courts told FCC 
to take a second look and report 
back. The order of July 14 was 
based on what FCC saw the second 
time around, but National thought 
the commission should have told 
the courts about it before it took 
action. 

“The commission’s attempt to 
telescope this proceeding and make 
a new award of Channel 10 before 
the court has approved the com- 
mission’s recommendation to set 
aside the existing award is contrary 
to its own construction of the 
court’s remand order and notice 
upon which this hearing is held,” 
National stated. . 


= In WHDH’s petition the station 
attacked FCC’s conclusions that 
Robert B. Choate, publisher of the 
Boston newspaper that owns 
WHDH, the Herald-Traveler, met 
with FCC Chairman George C. 
McConnaughey to influence his 
vote. It said: : 

“The commission’s decision was 
in error in attributing to Mr. 
Choate an improper motive for his 
meetings with ex-Chairman Mc- 
Connaughey without ‘a shred of 
evidence’ in the record upon which 
to rest such a determination.” 


s Summing up, WHDH stated: 
“The inducement for ignoring due 


85 


process and justice to WHDH 
would seem to lie only in the hope 
that the commission will be better 
able to project an image of fairness 


‘|and quiet unfounded rumors of 


impropriety by sacrificing the 
grant to WHDH than by forth- 
rightly holding that no impropriety 
was involved as due process and 
the recommendations of an im- 
partial specially appointed hearing 
examiner require.... 

“We agree that it is important 
for the commission to create the 
appearance of fairness in all ac- 
tions it takes, but we submit that 
the best way to create an appear- 
ance of fairness is to be fair.” 


s National complained that the 
rules of FCC’s game were differ- 
ent from those of the applicants. 
The court is well aware, the tv 
company said, that “the frequency 
with which these ex parte ap- 
proaches were made in the major 
cases pending before the commis- 
sion during the period in question 
establishes ‘a pattern of influence’ 
which affected the entire fabric of 
process.... 

“Under such circumstances, to 
disqualify everybody who played 
the game under the former 
ground rules would serve no real 
purpose, and, as Judge Stern real- 
ized, the ultimate losers will be 
the American public.” 

Hearing Examiner Stern, a re- 
tired Pennsylvania supreme court 
judge, ruled in an initial decision 
to leave National in control of the 
station, but the commission turned 
down his recommendation. 


s National chided FCC for award- 
ing the Miami station to Wilson 
after the commission had stated in 
its 1957 decision that Wilson was 
the “weakest” applicant. 

The tv company contended that 
FCC said that Wilson is “weak in 
several significant elements of 
comparison and ...not equal com- 
paratively to the other applicants.” 
“This conclusion was made on the 
basis of a record which is now six 
years old and there is nothing in 
that record which would support 
any inference that Wilson is any 
better qualified today... 


s “The commission recognizes the 
infirmity of its own decision. It 
admits the dubious validity of its 
award to Wilson by ‘this type: of 
award by default’ and it therefore 
suggests that it may make another 
award after four months of oper- 
ation by Wilson.” 

Since the commission’s original 
decision, Mr. Wilson died, and the 
company is now in the hands of 
his estate. 

North Dade, in its petition for 
rehearing, called FCC’s decision 
“arbitrary and capricious.” The 
award, North Dade said, is not 
“supported by substantial evidence 
in the record, and it is violative 
of the petitioner’s right to due 
process.” # 


Parmet Names Foley 

Joseph Parmet Co., Catasauqua, 
Pa., maker of One-Wipe dust cloth 
and dust mop cover, has appointed 
Richard A. Foley Advertising 
Agency, Philadelphia, to handle 
advertising. Pritchard, Daniels & 
Dreher, Ardmore, Pa., is the for- 
mer agency. A fall campaign for 
the two products includes trade 
publications, plus ads in some 300 
newspapers throughout the coun- 
try, and a b&w ad in October’s 
Good Housekeeping. 


Mendelsohn Adds Mack Shirt 

Mack Shirt Co., New York, has 
named David J. Mendelsohn Ad- 
vertising Agency, New York, to 
handle advertising for its Shapely 
men’s shirts. 


Welsh Forms Own Agency 

C. Mel Welsh, formerly vp of 
Willis Advertising Ltd., has opened 
his own agency, Mel Welsh Ad- 
vertising Ltd., with offices at 159 
Bay St., Toronto. 
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Decker to Succeed 
Lund as Publisher 


of ‘Printers’ Ink’ 


New York, Aug. 18—Frederick 
C. Decker will succeed Robert T. | 
Lund as publisher of Printers’ Ink 
Sept. 1. 

Mr. Lund has resigned to launch 
his own company, World Market- 
ing Services. It will serve as a 
marketing consultant to companies 
operating abroad. Names of clients 
will be announced next week. 

Mr. Decker has been advertising 
manager of PI since last January. 
He was previously associate pub- 
lisher of the Christian Herald. 

PI said Mr. Decker’s successor 
will be named later. Also to be 
named is a successor to Mr. Lund 
as publisher of Sales Week. Arthur 
B. Whitcomb continues as vp, ad- 
vertising, of PI and Vision. 

Mr. Lund became publisher of 
PI immediately after the weekly 
was acquired by Vision Inc. in 
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ADA approval of Crest ad claims 


a Be cat 


COMPETITION—Procter & Gamble runs its first Crest 
ad in the August Journal of the American Dental 
Assn.—a six-page color ad with gatefold—following 


the same issue, Whitehall Labs’ ad for Kolynos— 
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(AA, Aug. 1). In 
after eating.” 


Let's Stop 
| Cheating Our 
Children! 
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whose ads promoting only cleansing action have 
been accepted by the ADA—continues to quote ADA 
statements that “the only proven way for a tooth- 
paste to prevent tooth decay is to brush promptly 


Advertising Age, August 22, 1960 


'W.Lansing Chapman, 
Publisher in Medical 
Field, Dies at 72 


New Haven, Aug. 17—W. Lans- 
ing Chapman, 72, co-founder and 
a publisher of Medical Economics, 
a national business magazine for 
physicians, died today in Grace- 
New Haven Hospital after a short 
illness. 

In collaboration with the late 
Dr. H. Sheridan Baketel, he 
founded Medical Economics as a 
monthly in 1923, with an initial in- 
vestment of $4,000 each. The maga- 
zine became a bi-monthly in 1958. 
At his death, Mr. Chapman was 
chairman of the board and chief 
executive officer of Medical Eco- 
nomics Inc., Oradell, N. J., which 
publishes “Physicians Desk Ref- 
erence,” Riss, a magazine for resi- 
dents, interns and senior medical 
students, and MedicakMarketing. 
He was also president of Night- 


1958. Prior to joining Vision Inc. "Reader's Digest’ 


he had been with the international 
editions of Reader’s Digest. Before Unifies Sales Setup 
17—Reader’s 


that he had been with J. Walter 


Thompson Co. and Parker Pen NEw York, Aug. 


Co. # Digest has combined its U.S. ad- 
vertising sales operations for do- 

eee0e0e0880208000 0 06 6 e|mestic and international editions 

e ° . e| in a single sales organization un- 

; Appliance Service $| der'Frea D. ‘Thompson, ad diree- 

e b ® tor for U. S. editions. 

° ° Previously, domestic sales for 

e ’ 

pa 1S 12 Business * | international editions were han- 
dled by a separate sales group un- 

@eeeeeee0eneee1ee#ee1ee?es 


der C. Robert Devine, who be- 
comes assistant general manager, 
international editions, for adver- 
tising sales abroad. 

At the same time, the Digest 
has appointed David Cogswell, 
2 i lil |formerly San Francisco manager, 
awe | director of international ad sales 
in the U.S., succeeding Mr. Devine. 


For facts about this fast growing 
industry ask for your copy of 
Market File “A”. 


505 N. LaSalle St., Chicago 10, Ill. 


He will be based in New York. 
John C. Gibbons, 


office, becomes 


ager, international editions, 


by Reginald Clough. 


‘DIGEST’ SETS NEW 
OVERSEAS EDITION RATES 
New York, Aug. 
Digest has announced new rates 
effective with January, 1961, 


editions: 


GEORGE 

; GURLEY, 

in the 7 BILLION DOLLAR opacxir 
FRESH FRUIT AND VEGETABLE INDUSTRY 


MARKET 
that BUYS BIG... 


fertilizers to film, bags to boxes. 
Let me send you rates and our latest area-coverage folder. 


The PACKER Publishing Company 


201 Delaware Kansas City, Mo. 


PUBLISHER } 


IN EVERY 
_ GROWING AREA 


_ The Weekly Newspublication 
4 of the 
Fresh Fruit and Vegetable 


@ Industry 


formerly a 
salesman in the Digest’s Chicago 
San Francisco 
manager, succeeding Mr. Cogswell. 

Paul W. Thompson, general man- 
will 
continue in that post. Promotion 
and merchandising within the U. S. 
for all editions will be supervised 


17—Reader’s 


is- 
sues, for the following international 


In Latin America: The circulation 


rate base and b&w page rate (or 
black and one color) for the Argen- 


ABD | 


400,000 to 370,000 


page, 


$1,105 to $1,275. 


’ 


lation rate base 855,000. 


b&w page rate from $345 to $425. 


| $375. 


| 


| circulation base of 1,100,000. Cir 


will be increased from 60,000 t 
80,000, the b&w page rate from $29 
to $355. 

In Canada, circulation of th 
combined English and French edi 
tion will .be increased from 1,000, 


will go from $3,915 to $4,305. + 


“You Missed South 


— 


gets 47.8% share of the sets in use in this 


Raymer man, he has the fine points. 


WSBT-TV 


SOUTH BEND, INDIANA 


ASK PAUL H. RAY MER;. 


Remove the blindfold, George, and take a good 
look at the South Bend market. Please note that it 
has 915 thousand customers with more than $1.7 
billion in buying income. Note, too, that South —_! 
Bend is not in the shadow of Chicago. It takes South 
Bend TV to sell the South Bend TV audience. And 
this is a good group, George. Household income in 
the metro area alone is $7,553; highest in Indiana. 
It’s a big target, but you can hit it with one shot— 
use WSBT-TV. Top-rated CBS shows and popular, 
local programs do the trick. WSBT-TV carries 12 
of the 15 locally-favored shows; 35 of the top 50; 


market. Get with it man. Better yet—get with your 


NATIONAL 


Bend !” 


3-station 


Channel 22 


CBS 
TELEVISION 
WET WORK 


REPRESENTATIVE 


a | 


Wesley, Account May Follow 


Grant Advertising Agency, 


to follow Miss McNamara. 


tine edition will go from 300,000 
to 350,000 and from $510 to $600 
per b&w page; Caribbean, from 
(attributable 
to the loss of Cuban circulation) 
and from $1,940 to $2,020 per b&w 
southern hemisphere, no 
change in rate base of 150,000, b&w 
page rate from $585 to $610; Mex- 
ican, no change in rate base of 335,- 
000, b&w page from $1,185 to $1,- 
400; Brazilian, rate base from 460,- 
000 to 500,000, b&w page rate from 


The b&w page rate for the Di- 
gest’s Spanish No. 1 combination 
will be $4,167, based on a circula- 
tion rate base of 1,205,000. For the 
Spanish No. 2 combination the b&w 
page rate will be $3,627, the circu- 


8 In western Europe: No change 
in the circulation rate base of 900,- 
000 for the French edition, while 
the b&w page rate will go from 
$1,980 to $2,010. The Iberian edi- 
tion, with an unchanged circulation 
rate base of 150,000, will boost its 


The Digest will boost the b&w 
page for its Norwegian edition from 
$380 to $410, with no change in the 
circulation rate base of 150,000. 
Circulation base for the Finnish 
|edition will be reduced from 125,- 
| 000 to 120,000, while the b&w page 
| rate will be decreased from $390 to 


The Digest’s British edition will 
increase its b&w page rate from 
| $2,100 to $2,240, with no change in 


| culation base for the Indian edition 


000 to 1,100,000. The b&w page rate 


McNamara Leaves Grant to Join 


Rita McNamara, formerly with 
has 
joined the account service group of 
Wesley Associates, New York. 
Frances Denney, Philadelphia cos- 
| metic maker, has resigned its ac- 
count from Grant and is expected 


ingale Press, publisher of RN, a 
nursing magazine, and a director of 
Butterick Co., New York, publisher 
of patterns. Mr. Chapman was a 
former chairman and a founder of 
National Business Publications. 


HOWARD S. DAVIDSON 
Cuicaco, Aug. 18—Howard S. 
Davidson, 65, for 25 years a sales 
representative in the Chicago of- 
fice of Meredith Publishing Co., 
died last night at his home in 
suburban Wilmette, following a 
long illness. A native Iowan, he 
had worked briefly in Curtis Pub- 
lishing Co.’s circulation operation 
before joining Meredith on the 
old Dairy Farmer. 


LESLIE T. HUNT 

MONTREAL, Aug. 17—Leslie T. 
Hunt, 50, assistant advertising 
manager of the Winnipeg Free 
Press, died Aug. 16. Mr. Hunt 
joined the newspaper as an office 
boy in 1928. He served with the 
Royal Canadian Air Force in World 
War II, taking the post as assist- 
ant ad manager of the Free Press 
in 1955. 


HOMER E. MOYER 


HARRISBURG, Pa., Aug. 16—Ho- 
mer E. Moyer, 71, retired national 
advertising manager of The Patri- 
ot, the Evening News and the 
Sunday Patriot-News—died at Os- 
teopathic Hospital here Sunday. 
Mr. Moyer had been advertising 
manager of the Harrisburg news- 
papers for 28 years prior to being 
named general manager in 1947. 
He served in that post for about a 
year, becoming national advertis- 
ing manager in 1948 and continu- 
ing in that capacity until his re- 
tirement in 1957. + 
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Concert Network Negotiates 
for ‘N. Y. News’ Stations 
Concert Network, Boston, a group 
of fm stations specializing in good 
music broadcasting, currently is 
negotiating with several compa- 
nies, and at press time reportedly 
was close to an agreement with one 
of them, the New York Daily 
News, for sale of shares in its 
four owned stations. These stations 
are WBCN, Boston; WXCN, Provi- 
dence; WHCN. Hartford, Conn., 
and WNCN, New York. Other af- 


filiates of the network are WDAS, 


TABLOIDS 


Dealer Imprinting. 
Our Speciaty 
Any Amount — As« Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 Se. Sangamon Street 
pf Sager ee ee Chicago 7, ll. 


| Philadelphia; WBVA, Woodbridge, 
Va., and WNTW, Mt. Washington, 
N. H. 


‘Dallas Times Herald’ 
to Publish ‘Sunday’ 

The Dallas Times Herald, ef- 
fective with its Oct. 2 edition, will 
join Metropolitan Sunday News 
papers via publication of Sunday, 
locally edited Sunday. rotogravure 
magazine. Addition of the Times 
Herald_brings to 36 the number of 
Sunday magazines in the - Metro- 
politan Sunday Newspapers group: 
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TO SPACE 
AND BACK! 


BELL TELEPHONE LABORATORIES BOUNCES VOICE OFF SPHERE 
PLACED IN ORBIT A THOUSAND MILES ABOVE THE EARTH 
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Last week was America’s finest in space. It started 
Thursday, August 11, with the recovery, for the first 
time, of a capsule dropped from space by the Agena 
satellite. Then on Friday, August 12, came the successful orbiting 
of satellite Echo. On Wednesday, August 17, you could see both 
these events pictured in LIFE—as part of LIFE’s comprehensive 
ten-page word-and-picture report. 

And you could also see the dramatic messages of two of the com- 
panies who helped make possible the greatest space week yet. At 
left above is the Bell Telephone System announcement of its part. At 


SPECIAL DRAWING DONE FOR LIFE BY RAY PIOCH. 


right above is the Lockheed announcement of its part. 

To do this, Bell and Lockheed used LIFE’s unique 
facility—the seven-day fast close. LIFE keeps its 
presses open far longer every week than any other general mag- 
azine—to bring its readers the latest news in great pictures. And 
that is why advertisers like Bell and Lockheed can go fast in 
LIFE, too. In just seven days, a black-and-white or two-color ad 
can begin reaching LIFE’s 18,950,000 households coast to coast— 
four to five times as fast as it can in any other general magazine.* 
*LIFE’s 7-day fast-close is now available at only 5% over regular rates. 


SATELLITE ECHO BEGINS TO INFLATE 1,000 MILES UP. 
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THE CHROWICLE MEANS THE WEST 
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